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**For the growing business 
or smaller school’— 
Mimeograph 90. 
Streamlined, sturdy, 
willing—and 

low-priced (at left). 

The finest stencil 
duplicator ever built 

—the proud 

Mimeograph 100 (at right). 


lor business lo 


Newest members of the 
streamlined family 
—Mimeograph 91 (left) 

— Mimeograph 92 (right). 
Both in the middle-price class. 
They feature — 
construction, 

beauty and eccuracy 

at moderate price. 
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Business these days wants its tools 
alert, attractive and able to take it! 
Business will find those characteristics 
in the full new family of streamlined 
Mimeograph duplicators. 


Our engineers have built them 





°° feel—and ‘“‘fine 


with a ‘“‘fine car 





watch’’ conservation of space. 





Excess baggage is out. Every part 
does its part. Fewer parts mean fewer 
adjustments and less need for service. 


The prints turned out are clean- 





cut and smart—the kind a good firm 





is proud to sign. 





Actually, one of these new duplica- 
tors will do practically everything in 
stencil duplication except tell you 


what to say. They'll put down exactly 
what you tell them, they'll take the 
blank paper you put on the tray, feed 
themselves, and turn out dozen after 
dozen, or hundred after hundred 
copies which are as like each other as 
two ball bearings. 

There’s a method in everything 





our designers have done. Even the 





color is deep brown with efficient 





looking red and nickel buttons and 





trim so that a model fits neatly into 





anyone’s office—no matter its type. 





Mimeoor 


MIMEOGRAPH is the trademark of A. B. Dick Co., Chicago. 


You can see Mimeograph’s modern 
looks with your own eyes. And you 
can take our word that the “stripped- 
for-action” insides of these new 
Mimeograph duplicators are an en- 
gineer’s ideal in their smooth, func- 
tional simplicity. 

A brief demonstration by the 
Mimeograph distributor in your city 
will show you what a Mimeograph 
duplicator will do for you. He is listed 
under Mimeograph in your telephone 
book. A. B. Dick Company, Chicago. 


Or Registered in the a | U. S. Pat. Off. 
























REPORTORIAL: 


DUR:NG November, your reporter had the 
privilege and pleasure of “sitting in” on 
the start of two laboratory tests, which may 
demonstrate the accuracy of the formulas 
developed in The Direct Mail School. 

Some of those formulas were printed in 
the July REPORTER “Facts of Life” arti- 
cle (now completely out of print, so hang 
on to your copy). 

Since this year of 1939 is close to its end, 
I would like to make some suggestions for 
your New Year’s Resolutions. Why not, 
during 1940, put your direct mail strategy 
on a laboratory basis? If you don’t know 
how to do it—hire someone who does. 
There are a few good men available. The 
more I see of the inside workings of the 
average direct mail user . . . the stronger 
the conviction that direct mail is being 
manhandled by amateur methods. In too 
many cases, well known formulas are being 
ignored or abused . . . with consequent 
waste and inadequate returns. 


Take Laboratory Case A. A short survey 
showed that during past years all letters 
used to sell a service membership violated 
every known formula. One mailing last 
year to 49,000 names (not pre-tested) cost 
$1780. It brought back $1837 cash ... 
which is losing money fast if you want 
any money to work with. A _ specialist 
in that field was employed (on your re- 
porter’s recommendation). The specialist 
made a survey of resistances to the ser- 
vice; planned and wrote a_ selective, 
formula-perfect, test campaign (letters, 
folders, order form, return envelope) which 
will be mailed after the first of the year. 
The test campaign (in three divisions) will 
cost less than the one mailing last year 
which flopped. I will not reveal the names 
until results are available—but if it doesn’t 
work, [ll eat the paper in the _ perfect 
presentation. 


Take Laboratory Case B. A short survey 
for a manufacturer revealed these glaring 
and obvious faults: 

a. Mailing list in deplorable condition. 

b. Stationery and promotion for a mod- 
ern product as antiquated as Guttenberg’s 
press. 

c. Executives and sales force could not 
give a concise, clear description of product. 

d. Product had not been analyzed to find 
the sizzle which made people buy. 

e. Advertising was constantly, but ir- 
regularly, being published or mailed .. . 
but inquiry answering system had not been 
developed. In one file there were Thirty- 
five Hundred publication inquiries which 
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had received only one lukewarm acknowl- 
edgment—but were never followed up. The 
names had not been added to the mailing 
list. 

First step:—a formula-perfect question- 
naire to entire sales force to discover re- 
sistances (headaches), sizzles, definitions, 
suggestions, etc. Results—magnificent. 

Changes being made gradually: new let- 
terheads in keeping with product; modern- 
ized sales helps; mailing list reorganized 
and put in hands of expert; new formula- 
perfect and fool-proof inquiry answering 
system with standard demonstration port- 
folio to clinch the sale. A formula-designed 
test campaign to produce inquiries—using 
the sizzles and descriptions to overcome 
resistances discovered by the questionnaire. 

The whole operation won’t cost as much 
as the money wasted on previous adver- 
tising which was not followed up. 

* 

Perhaps THE REPORTER should devote 
more space to horrible examples and less 
to praise for excellent work. 

Direct Mail is really nothing more than 
plain ordinary horse sense. You may not 
need formulas—but they are helpful. 

Start making a New Year’s resolution 





now to stop wasting money in 1940. Dig 
in and get the facts. Is your list right? Is 
it too big or too little? Is it properly 
divided for selective appeals? Do you 
really know the resistances to your prod- 
uct, your company or your advertising? 
Have you developed appeals and descriptions 
to overcome the resistances? Does your 
direct mail make the right approach? Are 
you using known and tested formulas for 
copy and format? Are you wasting circu- 
lation? Are you contacting customers and 
inactive customers? Do you have an ade- 
quate method of answering inquiries and 
following them up? Have you analyzed 
your sales percentages by class to discover 
if you are spending proportionately correct 
amounts for advertising to each class? If 
you do not have the right answers to these 
questions . . . the chances are that you are 
wasting money. 

Direct Mail is a great business. It can 
be greater. But you must back it up with 
common sense . . . and tested formulas. 

THE REPORTER can give you the guide 
posts. The rest is up to you. If your new 
resolutions prove profitable, send us your 
report. 


H. H. 
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Word Business 


IM GRATEFUL for the little I know of this word business, 
It’s the only game really worth a damn. 


To take the same letters I use when I say 

“Give me a package of LUCKY STRIKES,” 

“What time does the Congressional Limited leave for Wilmington, Del.?” 
“Scallops and bacon for me and filet of sole for the young lady,” 

—these same letters, shaken about, changed around, 

put into long and short words, 

meaning twilight drowsiness, 

and your hair webbed against the fire light, 

Autumn leaves crackling on a white, hushed road, 

sad children playing. 


Words telling the fullness of my heart, 
the hungry emptiness of it. 


Words dancing on the slanting bars of sun in the Spring; 
words brushing your lips and the black feathers of your eyelashes. 


Words with the sea in them, salt and sails and shells. 


Words baying at the moon in agony, 
smiling with the first sweet peas, 
riding on the flurry of January’s snow. 


Maybe there’s still too much 

“ZT want you to meet Mr. Stevenson,” 
“Let me call a taxi,” 

“Bet you ten dollars” 

for me to unlearn. 


Maybe I haven't stirred the letters enough, 
nor put thém together well enough again. 


MAYBE. 


All the same, I say it’s the only game worthwhile, 
this word business. 


For sometimes I can shape clouds and roses and larks’ wings, 
shy daring dreams of youth, longing and wondering and ache, 
out of turnstiles and Frankfurters and overshoes, 

and asphalt and garbage, Blue Plate dinners and suspenders. 


I can make leaves nod and have you walk, white and erect and beautiful, 
along a foam-crowned ocean, 

tempt your smile and your sad young voice, and quick slim 

hands from stuff like that. 


Shouldn’t I be grateful for what I know of this jig-saw puzzle, 
this grand game of words? 


REPORTER'S NOTE: Read this out loud to your- 
self or your family. Bernice Bowser (see opposite 
page) found this in her files. It was written many 
years ago by someone named Holger Lundberg. Be- 
yond that, we can give no further credit. We need 
more people who love the grand game of words. 
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SEX IN DIRECT MAIL ADVERTISING 


One of the ladies at the last D.M.A.A. Convention asked youR REPORTER 
why we didn’t have more information about how to deal with women. 
Being a difficult subject . we skipped over it. But it happened that 
Bernice Bowser, President of the Bowser Service Corporation, 51 Madison 
Avenue, New York, was one of the so-called “students” at the recent 
Direct Mail School. And it happened that we remembered some very perti- 
nent remarks made by Mrs. Bowser on this same subject. Here they are. 


I assume that you are interested in preparing Direct Mail copy which 
will sell women. If any of you are not trying to sell women, I can say 
nothing that will interest you, because I think only of selling women. I 
recognize that men are the SUPERIOR SEX. You have reached the plane 
in spiritual development where you can deal with reason and logic. I believe 
that no woman can write a convincing book on economics, no woman can 
edit a ripping sporting page and I, for one, would not try to write copy to 
sell men. I must, as a woman, deal with emotions. I must always remember, 
when I plan material for women, to FORGET all of the logical and reason- 
able things you men have taught me during my business life. I do not believe 
that the came copy can sell both sexes. 


Sincerity in Sex Appeal 


Every piece of Direct Mail copy, early in the planning, should be 
labelled..........Gender. If you cannot honestly label it, you are using 
a shot gun instead of a rifle aimed at your deer. You are using hope, faith. 
prayer, rather than sound advertising principles. 


No doubt many of you believe that you have recognized your masculine 
and feminine-buying public, but the divisions that you have made have 
been somewhat as if you had divided all fish into salt water and fresh water 
fish. I hope that some of you are fishermen so that you may quickly sense 
my comparison. You know that you cannot use the same bait for brook 
trout as for lake trout, for instance. Not only do you use different bait 
but you use an entirely different approach—you use different equipment. 
Your Direct Mail bait must be as widely chosen as your fishing bait, if you 
are to receive the returns to which you are entitled at the moment. After 





LOVE AND KISSES 


ANNA (“East of Peekskill”) HELD. JR., runs 
a country inn. Here is a letter she uses to 
get business. It gets the business. 

“As proprietress of the inn I feel I should 
tell the truth. The chances are that you 
won't find the place: we’ve got so many big 
trees you can’t see it from the road. 

Either the food is good or the customers 
are hungry. I don’t worry about it because 
what you don’t eat we give to the pigs, 
then, this fall, we'll give you pork chops. 

The milk man cut out our credit, but we 
fooled him. We got our own cow and now 
we have more thick cream and rick milk 
than we need. 

We also have our own chickens because 
we kill them as we need them so when we 
don’t do much business the chickens keep 
growing and that’s better than having to 
serve them with a fancy sauce to disguise 
the taste. 


We have a few bedrooms but we don't 
tell everybody. Most people are so grouchy 
at breakfast time. Oh, yes, I almost for- 
got to say we have a great big swimming 
pool and a tennis court. 

We don’t have an orchestra, only a ma- 
chine you put nickels in. We close around 
midnight unless someone is here, then we 
stay open as long as they spend money. 


I don’t like bores or drunks. Wish you 
were here. 


Love and kisses, ANNA HE Lp, Jr.” 


Reporter’s Note: The above delightful 
letter was taken (snitched) from the super- 
excellent house magazine “Via Post” issued 
by Albany Publicity Service, Inc., 40 
Howard St., Albany, N. Y. It would be a 
good idea if more direct mail was devoted 
to telling the simple homely truth. 











ADVICE FOR CHRISTMAS 


MR. MERCHANT: 


Just now the wise merchant is arranging 
for his Christmas trade. In your own case, 
very likely you have already placed your 
orders with the wholesalers and jobbers. 
Logically, too, you are giving thought to the 
advertising that will help you re-sell those 
goods. 


It will pay you to use the mails to tell 
customers and prospective customers that it 
will pay them to shop with you. Start right 
now to plan a series of two or three circu- 
lars in colour, using holly and evergreen 
decoration; make the circulars in each 
series differ just a little in form and style 
from those in preceding series to maintain 
reader interest, but centre them all round 
some pivoted idea, such as, 


“Make this a Practical Christmas” 


Timing is important. If you decide to use a 
series of three circulars mail the first about 
November 30th, the second about December 
10th and the third not later than December 
20th—this last one designed to be the final 
urge and clincher. 


A sales campaign of this kind, well 
thought out and properly executed, cannot 
fail to help you secure a larger share of the 
Christmas trade. 


This office can assist with information as 
to postage rates, methods of prepayment, 
coverage requirements, etc.— Room 202, 


Federal Building. . 


Reporter's Note: The above advice con- 
tained in bulletin issued by G. H. Clarke, 
District Director, Postal Services, Van- 
couver, B. C., Canada. 


SALMON FISHING 


ANOTHER GOOD EXAMPLE OF RICHNESS. Book- 
let received by your reporter from John G. 
Hunter, 106 East Fayette Street, Syracuse, 
N. Y. Sixteen pages and cover, 944” x 
121%%”. Enclosed in a double-deckle jacket. 
Title: “A Rare Opportunity . . . The finest 
Salmon fishing waters in North America 

. soon Available for Purchase.” Used 
to promote interest prior to court auction in 
purchase of Salmon Fishing preserve on 
Restigouche River. Have never seen Direct 
Mail used before for such a purpose... 
or so beautifully. If this is final outgrowth 
of the Auctioneer’s Handbill . . . we’ve gone 
a long way. 
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you have decided on the sex to whom you are appealing, you must per- 
sonalize that appeal. 


Personal Appeal 


You will agree with me, that it is much easier for a piece of Direct 
Mail Advertising to have personal appeal, than for radio advertising which 


may reach millions. Yet ... has successful radio appeal been person- - 


alized? I believe that it has. Let us take one radio voice of the day, 
Franklin D. Roosevelt, who is said to possess “perfect radio timber.” 


President Roosevelt says that he thinks of, and talks to, the white wing 
man who collects the refuse in front of the Executive Mansion, It is a 
direct personal appeal. Women who listen do not know what it is all about, 
but they catch the beauty, the confidence, understanding, consideration, in 
the voice and they react to the sincere emotional appeal. 


Better Merchandising 


In Direct Mail Advertising, perhaps you men need to become Better 
Merchandisers. You ask, “What is merchandising?” I personally believe 
that the best definition which has ever been given is the shortest one. Years 
ago, old Louis Gimbel taught me this. “DON’T TRY TO SELL ’EM ANY- 
THING, GIVE ’EM WHAT THEY WANT.” 


The Woman’s Viewpoint 


In selling women by Direct Mail, you must make an effort to find out 
what women want and give it to them. 


You must study women to ascertain what they want. As a matter of 
fact, the Bowser Service Corporation is in business to furnish the WOMAN’S 
VIEWPOINT! We can show you some short cuts to understanding women. 


Naturally, most business men think they are using the women’s view- 
point when they talk a problem over with their wives, secretaries or women 
copy writers. If you will be honest with me, you'll admit that you cannot 
secure an impersonal, disinterested viewpoint from these women. Every 
successful woman, in home or office, has learned to give her man what he 
wants. You make a decision. You want them to agree with you. They have 
to live with you, or work with you, and so, naturally, they agree with you 
for expediency’s sake. 


You may think that you can secure an honest reaction from women in 
a house-to-house canvass. You do receive a certain opinion. It is an un- 
professional viewpoint from women who must be limited in their contacts. 
They cannot think nationally. They know nothing about man-made eco- 
nomics. They cannot be impersonal. A professional viewpoint must take 
into consideration merchandising history of yesterday, methods of the mo- 
ment and the allied appeals which will be made during the next season. 


Fundamental Feminine Urges 


When a client brings a problem to us, whether he represents an adver- 
tising agency, a printer, a manufacturer, or an industry, we strive to break 
down the potential feminine market and to decide on the feminine funda- 
mental urges motivating buying. What does the public we want to reach, 
want to buy? We believe that men in general have tried to classify women 
financially or socially. We believe that the older woman, who often is the 
woman with money, is ignored. 
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Several years ago one young woman on my staff gave a paper before 
the advertising men of the American Gas Association and charted what we 
mean by analyzing the feminine fundamental urges motivating buying. 
This is how we classified the consumers of gas throughout the country. 
Gas is a smelly, prosaic subject, it has to be insulated—well covered—with 
the ribbon of interest. Remember that we were seeking the fundamental 
feminine urges so that we might sell gas service and gas appliances by the 
written word, sent directly into the home. 


1. The ECONOMY-minded woman who has money but with whom Economy is a 
habit and guiding thought in buying. 

2. The YOUNG MARRIED woman who is eager to operate a very modern home. 

3. The OLDER woman who knows home-making and is searching for convenience 
in what she buys. 

4. The MOTHER of several whose motivating idea is to spend in such a way as 
will best benefit her children and administer to their needs and wants. 


5. The SOCIALLY-minded woman who spends, as the old saying goes, “to keep up 
with the Jones.” 


Selling Illustrations 


Along with the written word, goes the picture which is worth a thou- 
sand words. We believe that you can put sex appeal into your illustrations. 
[he illustration at the start of this article (also prepared for gas copy and 
produced by our own photographic department), has, we believe, sex 
appeal of a very high order. Mother and child! What is motherhood 


but sex carried to consummation! The mother spirit has been forgotten. 


Curls, long skirts, wine instead of gin, covered bodies, veiled eyes, 
are all taking us into an era where courtesy will replace insolence. Sex 
will be glorified again. The word “lady” will be used again. 


In our illustration we show the homemaker, as she would like others 
to see her. We give her chosen work a high rating. We suggest continuity 
with her little daughter and the child’s protection of her rag doll . . . sex 
down through the ages. 


I have just one more illustration I would like to call to your attention 
because I think that it is very significant—something all men in the Direct 
Mail Advertising profession should consider. We have too many words in 
Direct Mail Advertising. An English newspaper printed this choice line, 
describing a copywriter. “He writes advertising for Psmith, Bjones and 
Rhobinson, and he says it’s a simple, biological process. Every time you 
put a noun and verb together they just naturally breed a litter of adjectives. 
That’s all there is to it.” 


I’d like to go on record as saying that “The Adjective Era is Over.” 
Our writing must be not only more sincere but our words must be chosen 
more carefully. 


Direct Mail Advertising must be boiled down. We need to study 
Macaulay. English must be improved. Our results will be governed by our 
knowledge of words, our imagination and understanding in choosing them 
and our clear vision in grasping their reaction on our reader. Copy writers 
who have tried to use smart words must learn to be sincere. Restraint, 
self control, wisdom, humor, are all revealed in advertising as well as the 
selfishness which now dictates most copy. We all need to clothe our words 
with rapture. We need to know the words that spell sex appeal. We need to 
know more about words which are the tools of thought. 








PUZZLED 


I'M PUZZLED. Perhaps you can straighten 
me out. 


You speak in highest praise of The Phila- 
delphia Record campaign and of show- 
manship such as is involved in the catchy 
headlines and little gadgets they have used 
to start their letters. Mr. Egner, in both 
his book and his talk at the Direct Mail 
School, maintained that stunt starts are in- 
effective; there is no use capturing the 
reader’s interest unless it is in your product, 
and trick headlines don’t do this. I myself 
asked him if an anecdote or quotation 
wouldn’t be all right if it led directly into 
the matter of your product, and he said he 
could think of no case in point. 


Personally, I like the Record headings. 
They’ve won a cup and the results are said 
to have been excellent. How do I reconcile 
this with Mr. Egner’s contention, based on 
experience, that originality is overrated and 
“smart” headings are wasted effort? 


Florence W. Towle, Newsen & Company 
72 Fifth Avenue, New York, N. Y. 


* * * 


Dear Florence Towle: A lot of people 
get puzzled about these Direct Mail Formu- 
las. The trouble is that we don’t classify 
our formulas. Frank Egner is right when 
he is discussing mail order or direct selling 
(getting the money back by mail). His 
formula or advice does not apply in other 
direct mail uses—even though tricks and 
stunts are always dangerous unless properly 


handled. 


In the Record case—what were they sell- 
ing? Certainly they did not want money 
by return mail. They wanted to make an 
impression; they wanted to put over the 
point that the Record was the one liberal 
newspaper in Philadelphia and that you 
must advertise in the Record to adequately 
cover the market. They were appealing to 
a hard-boiled, thrill saturated bunch of ad- 
vertising men. They needed a startling 
campaign. The novelties and captions were 
appropriate. Seventeen letters, in a row, 
attracted attention . . . and it Is doubtful 
if the same attention could have been ob- 
tained in any other way. Don’t confuse 
mail order technique with indirect promo- 
tion—but use it as an experience guide. 


Remember, too, that we warned all stu- 
dents—“Don’t believe anything or every- 
thing you hear about Direct Mail. Don’t 
accept formulas as being gospel law. Don’t 
accept rules as being infallible—until you 
have carefully tested and applied in your 
own business, and on your own problems.” 
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ABOUT CHRISTMAS 


THE FOLLOWING INTERESTING ITEM is passed 
along . . . because it may settle a few 
arguments. We picked it up from the No- 
vember issue of the excellent house maga- 
zine of Porte Publishing Company, Salt 
Lake City, Utah, publishers of Franklin 
Printing Catalog, titled “The Business 
Printer”— 


The Use of “Xmas” 


An editor was chided for abbreviating 
Christmas, a reader claiming that the four- 
letter word could not be pleasing to most 
subscribers and that it would be logical to 
writer “Xter” or “Xgiving.” 


Said editor being, as he says, on the spot 
(marked X) ventures a few facts regarding 
“xX. the 24th letter 
in our own alphabet, was a Greek addition 
to the Phoenician alphabet, later carried 
over into the Roman. Generally superfluous, 


X and its meanings: 


it denotes no sound not fully provided for 
by other letters, but it is richly significant 
as symbol and abbreviation.” He then men- 
tions three uses in Roman numeration, and 
one each in algebra, analytical geometry, 
mechanics, ornithology, electricity, wireless, 
chemistry (though there more properly Xe, 
for Xenon), and its significance on brewers’ 


ale casks. 


But directly pertinent is the fact that 
through the ages X has been used as an 
abbreviation for Christ; Xn. for Christian; 
Xmas for Christmas. (The Greek word from 
which the Latin Christus was taken began 
with Chi, written “X”.) The editor fyrther 
remarks, “Christ bore a cross. X marks 


that cross.” 


Printers faced with determining the nicer 
points of orthography in connection with 
seasonal job work may safely conclude 
from the above that Xmas is as correct and 
as traditional as Christmas—and rather 
more richly symbolic than most abbrevia- 
tions.—L. G. P. 


ARE YOU COLOR BLIND? 


YOUR REPORTER had ten minutes of enjoy- 
ment checking his reactions to color—as a 
result of clever folder issued by Geo. H. 
Morrill Company, 100 Sixth Avenue, New 
York, division of General Printing Ink 
Corporation. 


Inside spread reprints feature from Amer- 
ican Weekly, illustrating the 14 designs 
used for testing whether or not you are 
color blind. It is interesting. 
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RESULT OF CONTEST 


In the August REPoRTER we offered a $5.00 prize for the best criticism 
and correction of the following letter, written by a manufacturer and whole- 
saler of home furnishings, who wished to revive inactive accounts: 


That’s 


reasonable, for good catalogs are valued as instruments of profit production—if used. 


We know of one firm that makes a charge for a copy of their catalog! ! 


If we followed this plan, you’d owe us $2.00, for that is about what it cost us to 
place the best book that has yet been produced in our lines, in your hands. 


Now let’s be honest with each other. 


We sent you this catalog, fully expecting orders in return (“Postage free” order 
blanks in back of book). 


So far, no word from you. 


Now if the book is useless to you, we’d like for you to return it. We'll pay for 
the postage. 


We'd much rather have an order, by return mail, on one of the “postage free” 
blanks—that will be all that is necessary to tell us that you wish to keep the catalog. 


The judges, after pondering over many excellent corrections, have 
awarded the prize to Fred East, 605 Market Street, San Francisco, Calif. 


Here is Mr. East’s criticism: 


A letter of this nature, designed to revive inactive accounts, should, first of all, 
build good will. Next, it should endeavor to obtain an expression from the recipient 
and, if possible, an order. As an alternative, it should leave the way clear for removal 
of name from mailing list without creating resentment. 


The letter printed is very weak. Some reasons why, (1) Starts off on the “we” note, 
instead of “you” attitude. (2) Insinuates that recipient is in writer’s debt, in an 
oblique manner, which arouses resentment. (3) It unjustly implies that recipient dis- 
plays lack of faith by not ordering. (4) Throughout, the tone is overbearing, petulant 
and aggravating. To my mind the letter would stir up lasting ill-will. 


Here is his revised letter: 


Mr. Georce F. STARK 
100 Fifth Avenue 


Kansas City, Missouri. 
Dear Mr. Stark: 
Will you help us solve a problem? 


This is it—for three years we have been mailing our good friend Mr. George F. 
Stark our catalog. For some reason, however, we have failed to receive a single order 
from him during this period. Why, we frankly don’t know. 


That catalog, recognised as the most comprehensive and reliable guide in our line, 
costs us $2 a copy. So, for three years we have cheerfully invested $2 a year in the 
hope of resuming our former pleasant business relations—in vain. 


Shall we stop sending the catalog, charge that $6 off to “profit and loss” and relin- 
quish all hope of serving you again? 


Or shall we continue to mail the catalog? 
That is our problem. 


What is the answer? 















n 


Or 


. 4 
JS 
° 


ve 


ll. 
ont 
val 


te. 
an 
lis- 


ant 


‘der 


ine, 
the 


»]in- 











If you think mail selling is a tough game 
TRY BUYING BY MAIL! 


YOUR REPORTER has a policy of long standing. He prefers to give the com- 
plete name and address of anyone mentioned in the magazine, or anyone 
who writes to THE EDITOR. Names make ideas, articles and comments 
authentic. The material in THE REPORTER must be AUTHENTIC. We violate 
this rule in this one article. The communication you will now read comes 
from one of the most respected men in the business of selling by mail. 
He is a familiar but unspectacular figure, at every Direct Mail Conven- 
tion. In his quiet way he has done much to improve the industry. He 
asked YOUR REPORTER to eliminate his name from this report—because— 
well, he buys a lot of stuff himself and he doesn’t want to stick his neck 
out. Read this report carefully. If it HuRTS You—it will do you some 
good. We will have much more to say on the same subject in the months 
to come. We will attempt to perform a major operation on the worst 
CANCER in Advertising ... the answering of inquiries. 


If you get around to the Direct Mail Advertising Conventions pretty 
regularly and to some of the round-table meetings of mail-selling special- 
ists as I do, you gather a somewhat clear-cut impression that mail selling is 
not as easy as it used to be in the ‘ 


e. 


In fact, some of the 
boys are complaining that it is actually “tough.” If business generally is 
as bad as the Republican newspapers have been picturing it, you can close 
your eyes and have visions of the small manufacturers—the junior indus- 
trialists of our grand and glorious country—-sitting in their idle factories 


‘good ole days.’ 


with huge stocks of goods accumulating dust on their shelves while the 
owners uncomplainingly watch business grow worse and grimly determine 
to stand by their guns until things get better.* 


Should you happen to be one of the many who entertain feelings of 
pity or sympathy for the average manufacturer of the day, forget it. Nine 
out of ten of them will barely give an inquiry from a prospective buyer 
even the flutter of an eyebrow. They need business, unquestionably, but 
unless you can bring it to them through the regular channels of trade you 
must not expect them to bestir themselves in order to open up a new retail 
or wholesale outlet for their goods. 


For the sake of argument, suppose you have a nice little business in 
seeds and bulbs in your town. You never handled any hardware items, but 
vou have just enlarged your store and decide to handle a new garden gadget 
you saw advertised in your favorite magazine. You write to the manufac- 
turer, tell him what you have in mind, ask for descriptive literature, 
prices, discounts and what can he do in the way of supplying envelope 
inserts with your imprint to get the item moving. 


If my experience (not a solitary case of last week, but many over the 
past twenty years) can be taken as an average, this is what you will get in 
reply to your inquiry: 


1. In one case out of ten, a well-planned, thorough, complete answer 
to your inquiry, including an offer to sell and ship the item direct 
to you or giving the name and address of nearest jobber to whom 
your inquiry will be referred. The house will give you the informa- 


Written before the war made a lot of people want more merchandise in one week than 
hey had wanted in the three preceding years. 











ABOVE GOOD COVER DESIGN in red and black 
on 814%” x 11” folder issued by Howard 


Paper Company, Urbana, Ohio, and we like 
the tie-up heading inside—“Like Arrows 
letters can fly straight to a man or firm... 
they can hit the mark and secure a high 
score.” 


Copy stresses importance of good appear- 
ance for letterheads. In spite of all that 
has been said about good letterheads—im- 
provement in this important department of 
Direct Mail has been discouragingly slow. 
Why? We don’t know. As Bill Longyear 
advised the Direct Mail School—‘It costs 
just as much to print a poor design as it 
does to print a good one.” 


CRITICISM ... AND FORMULAS 


A SUBSCRIBER WRITES to tell us we should 
criticize the Direct Mail Advertising Asso- 
ciation for a convention promotion mailing 
which included a two page letter, booklet, 
registration form and return envelope (cor- 
rect format formula for mail order). 


Criticism was that letter multigraphed on 
two sides of same sheet ruined the mailing. 
Well . . . that’s the trouble with snap- 
judgment criticism in this Direct Mail 
business. Frank Egner prepared that par- 
ticular mailing. Some tests have indicated 
that on a straight mail order appeal, re- 
turns are better when two page letter is 
processed on both sides of sheet. Why? 
Nobody seems to know. And it may not 
work in your case. 


So be careful of criticism . . . and 
formulas. The best way is to test. 








YOURSELF, INC. 


YOUR REPORTER likes the 3 piece mimeo- 
graphed campaign put on by the Youngs- 
town, Ohio, Y.M.C.A. to sell participation 
in the gymnasium. First piece on letter- 
head of Yourself, Incorporated, with letter 
from you to you. As follows:— 


“Dear You: 


“For quite a while now, I have been mean- 
ing to talk to myself—to sort of take stock 
and see where I’m heading. Business is not 
too good, small things irritate me and I 
have snapped at my wife a couple of times 
...and I’ve drifted along blaming business 
conditions or my competitors or the state 
of affairs in Europe. Maybe I’m wrong. ... 

“ .. I] always have that tired feeling. 
Maybe I ought to see a doctor. Maybe I’m 
getting rusty! How long has it been since 
I have exercised enough to get up a good 
healthy sweat? 

“Why can’t I snap out of it like Jim 
Jones? He always seems to be on the 
optimistic trail of good business (and his 
firm isn’t making any more money than 
mine). What does he do that I don’t do? 
Let me think. . . . Have I been asleep? 
Now I remember. . . . He was telling a 
group of us the other night that he stops 
in at the ‘Y’ Athletic Club three times a 
week on his way home from work for a 
game of handball. That can’t make that 
much difference ...or can it? I’m going 
to ask him again. 

“Gosh, the ‘Y’ has been right around the 
corner for so many years that I had for- 
gotten that it could do anything for me. 


Wake up! Snap out of it! , 
(s) Yourself, President. 
Take care of your Health. . . . Be con- 
sistently selfish. ... It pays dividends.” 
* * « 


Other pieces in similar style. O.K. 


ANOTHER ACCORDIAN IDEA 


SOMETIME AGO we mentioned an accordian 
folder with ends pasted inside top and bot- 
tom of a box. We've also mentioned book- 
let calling cards. Here’s a good adaptation 
of both ideas. Zilinski & Sternberg, Inc., 
114 West 44th Street, New York, “Techni- 
cians to Discriminating Dentists” supply 
their salesmen with a calling card folder 
measuring 3144” x 21%4”. Inside is pasted 
an accordian strip, measuring 1544”, with 
ends pasted to 2nd and 3rd pages. The 
strip shows nine pictures of facilities of- 
fered. Salesmen leave them with Dentists. 
Results are reported as excellent. 
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tion you ask for and leave it to the jobber to follow through with 
a personal call. This firm is operated by men with a desire to serve 
intelligently and to profit through prompt development of every 
legitimate business outlet. 


2. In three cases out of ten you will receive a very formal, inadequate, 
often untidy and curt, acknowledgment of your inquiry, stating 
that it will be handled by the jobber. Seldom is the jobber’s name 
or address given and practically never does the jobber or his sales- 
man make the call. These are the folks who believe that jobbers 
and their salesmen have only one line to promote and that they 
rush right around in a few hours to answer every inquiry a manu- 
facturer sends them. 


3. In three cases out of ten you will receive no information at all 
BUT A REQUEST TO SUPPLY INFORMATION. Are you listed 
in the rating books? HOW MUCH OF THIS ITEM CAN YOU 
SELL IN A YEAR? Can you give three commercial references? 
You will usually find this type using a letterhead which features 
a clause disclaiming responsibility for delays due to strikes, fire 
and flood. They are more interested in. protecting themselves than 
serving you. 


4. In one case out of ten you will receive elaborate literature; display 
cut-outs, a portfolio of advertising that is about to appear in the 
consumer publications and in the trade papers, but the prices, 
shipping weights, jobber’s name, etc., which you want to know 
about, will be entirely omitted. Everything fixed up in advance to 
answer inquiries except those simple, basic facts which the dealer 
wants most to know. 


9. In two cases you will receive no answer at all. Probably these 
two manufacturers, not finding you on their regular prospect list 
which they compiled at great cost in 1913, or not finding you in 
the directory of the retail trade of their particular line, just don’t 
think you can possibly have anything for them. This attitude is 
particularly apparent when a retailer steps out of his role just a 
trifle and becomes interested in something new. It is O.K. for the 
shoe store to buy shoes, polish, shoe horns and socks, but when 
the same retailer goes out to buy fishing tackle or clothespins for 
resale he needs one of his own shoe horns to get into the charmed 
circle. The Divine Power alone knows why some firms—lots of 
‘em, brother—spend their good money to buy inquiries and then 
don’t acknowledge the ones they get. Sure, I admit there is a long 
gap between the man at the top paying the advertising bills and 
the clerk at the bottom who is supposed to send out the dope. 
But you can make a safe bet that if the top guy really cared the 
inquiries WOULD BE answered and mighty quickly, too. 


Not so long ago one of the popular weekly magazines carried a story 
about a new product that would outwear the old standard quality fourteen 
to one and cost only 50% more. Sales in a test city indicated everybody 
wanted this long-life article. Our letter was soon on the way to the manu- 
facturer. What does it cost us? Where can we get it? Send us a dozen 
so we can get the feel of it and see it; we will gladly pay whatever you 
bill us; send us your literature so we can get the whole story. Boy, we 
were all steamed up about the chance to introduce this new item to our 
regular clientele. 
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The reply was quite chilling to our boyish enthusiasm. “Only made 
in one weight at this time. Just how do you intend to distribute them? 
Don’t believe you could sel! it by mail. How many would you want on 
your initial order?” 


I have always had a lot of fun with the boys who want to know before 
they quote a price how many the dealer can sell. We have a stock answer 
to that question. Suppose we were asking for prices on alarm clocks ordi- 
narily retailing at $2; the maker, before quoting discounts, wants to know 
how many we can sell. We always reply that he can sell 10,000 if the 
price is 5c each, and we can’t sell any if the price to us is $1.95. Some- 
times that enables the maker to see the ridiculous side of his question, but 
usually it gives us a bad mark as “smart guys.” How in Hell do we know 
how many we can sell of any article until we know what our margin and 
retail price will be? 


Then there is another type that makes a science of murdering the good- 
will their salesmen or their advertising have built up. We had an example 
the other day that beautifully illustrates my point. 


Three years ago we bought a quantity of devices that were made by a 
small concern, except for one of the parts which they secured from another 
manufacturer. Our source of supply first stopped making this device (which 
forced it out of our line), then their business was taken over by another 
concern who wrote us soliciting our trade. 


Correspondence developed the fact that they could supply us with the 
item previously bought, and our initial order was placed at once specifying 
shipment on October 10 and requesting an acknowledgment, or advice if the 
requested delivery date could not be met. The acknowledgment, promptly 
received, stated that shipment would be on October 7th or 9th. 


On October 17th we had (1) no merchandise, (2) no papers indi- 


cating promised shipment had been made on the 9th, (3) no word explain- 
ing the delay. 


Result—(1) an exchange of telegrams over a two-day period, (2) com- 
plete loss of confidence in this manufacturer as a dependable source of 


supply. 


Delays in deliveries of raw material—interruptions to manufacturing 
schedules—failure of transportation can all be expected at any time to 
hinder deliveries in these days of hand-to-mouth, “must-have-it-tomorrow” 
buying. But why the breakdown in the old-time rules of common-sense 
and ordinary business courtesy? Why not write the customer and tell him 
there will be a delay just as soon as you know it? Keep that good-will 
that costs so much to create and so much more to win back once it has 


slipped away. 


One very definite thing we have discovered about buying by mail; it is 
a rule worth remembering and comparing with your own experience. The 
manufacturer or jobber who takes two weeks or more to answer an inquiry 
and who fails to give you the simple, bare essentials of his proposition 
promptly upon receipt of an inquiry, and without a series of follow-up 
requests from you, seldom makes a reliable and satisfactory source of 


supply. 


No matter what your credit rating may be, a manufacturer or jobber 
who wants your business and who wants to answer your inquiry promptly 


(BECAUSE HE KNOWS THE IMPORTANCE OF PROMPTNESS) will 
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LOTS OF INSERTS 


MRS. HEALY IN THE OCTOBER REPORTER “The 
Housewife’s Reaction to Direct Mail”— 
mentioned that she liked mailings from 
Altman’s which contained numerous offers. 
That seemed to violate one of the formulas 
of mail order—that you must have one 
dominant sales item. For this reason, we 
were more than interested in seeing a 
sample mailing from Daniel Low & Com- 
pany, Jewelers and Silversmiths, Salem, 
Massachusetts. 


In the one small green envelope was a 
one page multigraphed letter (in green 
ribbon); a business reply envelope AND 
eighteen slips, measuring 314” x 6”, printed 
on both sides. Each slip featured special 
article or line. Each slip had its own or- 
der coupon. Seems like a good idea. Mrs. 
Healy is probably right. 


RICH AND STARTLING 


SPEAKING of getting the Richness element 
of Showmanship into Direct Mail ... a 
salute to The Firestone Tire & Rubber 
Company for its 5” x 7” accordian folder, 
which opens to a sheet 7” x 22%”. It is 
printed in black, blue, red, gold and white 
on thin transparent celluloid. A paper man 
sent it to your reporter with comment “it is 
rich and startling.” It is. 


“Advertising ruined my business,” com- 
plained an ex-business man. 


“How cum?” we asked. 


“T let it all be done by my competitors.” 
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ANOTHER QUESTION 


WHY DO MOST DEPARTMENT STORES (at least 
this is true of those in this part of the 
country) spend 90% to 95% of their ad- 
vertising appropriations in newspaper adver- 
tising—and totally ignore Direct Mail 
Advertising (except for nasty letters from 
the Credit Manager, to past due accounts! ) 


This is no “knock” for newspaper ad- 
vertising, which is and probably always 
will be the major advertising medium for 
most retailers. But there should be a place 
for Direct Mail in every retailer’s adver- 


tising plan. 


Charles C. Johnson, Jr. 
Manager Creative Dept. 
Stafford-Lowdon Company 
Fort Worth, Texas 


Reporter's Note: It is our opinion that 
many department stores became unsold on 
Direct Mail some twenty years ago because 
they tried too elaborate and too costly sys- 
tems of customer control. The tide seems 
to be changing—and when we get a chance 
we advise caution and_ simplicity in 
methods. Department Store Direct Mail is 
getting better. It would be a good idea 
for all D.S. promotion men to read Jules 
Paglin’s article in the March 1939 issue of 
The Reporter or better yet to visit Jules 
in New Orleans and see how he does it. 


REACTIONS OF AN EXPERT 


I LIKE YOUR DIVORCEMENT of the old names 
“Postage and Mailbag.” They never seemed 
to belong. As good as those publications 
were at times in their day. The Reporter 
of Direct Advertising is even better. Has 
more spunk, less bombast, greater sincerity. 
I like the way you are putting the finger 
on those newspaper buzzards who are al- 
ways decrying direct advertising. Keep 
after them—and keep after the government 
subsidy that gives them such an unfair ad- 
vantage over every other advertising 


medium. 


Have you ever introduced The Reporter 
to the advertising managers of department 
stores? It should be of much value to 
them. I am calling their attention to it 
through The Pick-Up. 


Understand your course on Direct Mail is 
attracting a lot of attention. It should, 
judging from the many nice things I’ve 


heard about it. 


Bert Barnes, Laurelton Road 
Stanwood, Mt. Kisco, N. Y. 
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quote to the best of his ability and merely add a protective clause that the 
quotation is “subject to the establishment of satisfactory credit relations.” 


The manufacturer who stands you off with inquiry unanswered while 
he stalls about credit, or about your apparent lack of previous contact with 
that particular item, is not thinking in terms of business or service but in 
terms of protection to himself. In your future relations with that man you 
will find this protective attitude expressed in the view that the CUSTOMER 
is always wrong. He will seldom, if ever, make a fair adjustment in cases 
of complaint; when costs advance he will quickly raise his prices to cover; 
when they decline he will keep quiet until competitive quotations force 
him down. 


Perhaps the whole situation could be boiled down to the observation 
that the real fun in life comes from doing things we like to do with people 
who also enjoy the same thing. One unenthusiastic member can ruin the 
fun of any fishing party, and there seems to be a lot of misfits in business 
who don't enjoy it. Some folks like their work; are enthusiastic about their 
line; are jealous of their reputations for efficiency and service. You can 
count on them to answer inquiries promptly and completely; to fill orders 
promptly or let you know why; to make adjustments on a basis that is 
fair to everybody and retains the buyer’s confidence and respect. 


Neither you nor I will ever succeed in reforming the business methods 
of the other fellow; I won’t even try. There are two things, however, we 
both can do—that is, be smart enough to see that inquiries reaching our 
offices are answered fully, promptly and effectively and to perform those 
little inexpensive acts,—more courtesy than service—which enrich the soil 
in which the tree of good-will grows. 


HE SOLD HIMSELF 


When Irving S. Cobb was 27 years old he went to New York. With a 
wife and a sick child to support he started to pound the pavement going from 
one newspaper office to another looking for work. For two weeks he visited 
every newspaper in the big city but the boss always sent out word that no 
help was needed. As a last attempt Cobb sat down and wrote letters 
which ended as follows: 


“This is positively your last chance. I have grown weary of studying 
the wallpaper design in your anteroom. A modest appreciation of my own 
worth forbids me doing business with your head office boy any longer. 
Unless you grab me right away, I will go elsewhere and leave your paper 
flat on its back right here in the middle of a hard summer, and your whole 
life hereafter will be one vast surging regret. The line forms on the right; 
applications considered in the order in which they are received; triflers and 
professional flirts save stamps. Write, wire or call at the above address.” 


The next day Cobb was offered four jobs! Direct mail had smashed 
down the barriers and won him the opportunities he sought! 


If your salesmen are having a difficult time getting in to see their men, 
try paving the way with direct mail. It’s a great door opener! 


Reporter's Note: A good story “taken” from recent issue of Hig’s mas- 
terpiece, The Phoenix Flame. But, then, Hig lifted it himself from Wilferd 
A. Peterson who edits The Jaqua Way (Grand Rapids) . . 
recent welcome visitor to The Direct Mail Center. 


. and who was a 














# 


v7, 








THE PAMPERED DARLINGS 


Samuel E. Gold is the Sales and Advertising Manager of Lignum-Vitae 
Products Corporation, Jersey City, N. J. He is the Chairman of Direct Mail 
Committee of Industrial Marketers of New Jersey. He found time to attend 
the Direct Mail School last spring. YOUR REPORTER is glad to find room 
to print a summary of his recent remarks about two departments of his 
work which are pampered to a fairthewell:—(1) his lists, (2) his results. 


PART I.—KEEP YOUR MAILING LISTS ALIVE AND UP TO DATE 


We import and fabricate Lignum-Vitae, the hardest and heaviest wood 
in the world. It has a natural lubricant which makes it ideal for mechanical 
purposes. We also import and work Rosewood, Cocobolo, and Ebony from 
which we make certain specialties such as Gavels, wooden balls and mallets 
for game purposes, but our major field is industry in general . . . for which 
we produce some 1800 different products 


field. 


. covering every conceivable 


A great many of our sales are small and our customers number about 
3,000 . . . are spread all over the world. We are adding at the rate of 400 
per year. 


After experimenting, we found our best method of merchandising was 
through trade directories, small trade paper space and intensive direct mail 
efforts. ; 


We have found that a direct mail promotion is just as good as the mailing 
list to which it is directed. I don’t care how good your copy, engravings, 
paper or proposition may be ... IF THE MAILING LIST IS NOT RIGHT 
—YOUR CAMPAIGN WILL FLOP. On the other hand, your direct mail 
piece may be badly printed, your copy dull . . . but if your product has any 
appeal at all—AND THE MAILING LIST IS RIGHT—-you have a good 


chance of getting results. 


That’s why our mailing lists are treated with tenderness—nursed like a 
baby—even petted and pampered like an only child—because we have found 
“thar’s gold in them thar mailing lists’—if they’re kept right and up to date. 


Almost half a million dollars worth of first class mail which contained 
direct mail literature wound up in the Dead Letter division last year. In 
that batch, the Post Office reported there were 6,450,000 letters. There is 
no record of the vast sums wasted in third class mailing due to dead-wood 
mailing lists, but it must run into many millions. 


Many concerns spend large sums of money on the production of adver- 
tising matter, but begrudge the money necessary for the proper maintenance 
of their lists, which in the final analysis are the lifeblood of their direct 
advertising. The fallacy of economizing on this branch of sales promotional 
work and then spending, on printed matter, labor and postage, several times 
the amount of money required to keep the lists alive and up-to-date, is so 
obvious as to cause amazement at the frequency with which it occurs. One 
of the most successful users of Direct Mail Advertising says, “The mailer 
who pays as much attention to his lists as he does to advertising production, 
is usually getting the business that his competitor is wondering how to 
‘apture.” 


There are many ways to keep your mailing lists up to date in which the 








MORE ABOUT PUZZLES! 


I WAS VERY INTERESTED to see the remarks 
of Edward Lasker in the October issue of 
The Reporter with regard to a puzzle which 
you reprinted from our Magazine, Indem- 
nity. He remarked that you reprinted a 
wrong answer to the puzzle. 


Like Mr. Lasker’s puzzle, this one was, 
of course, not original. The answer, how- 
ever, appears to be quite correct. While 
the boys parted with $27.00 they actually 
paid $8.33 1/3¢ apiece or $25.00 for the 
Car and donated $2.00 or 66 2/3¢ apiece 
to the villain in the plot. 


However, the matter is of little conse- 
quence. Here is a puzzle which will test 
the skill and knowledge of your readers. 
While we do not offer any prizes in our 
Magazine and, therefore, do not need any 
answers, we did have some requests for the 
answer to this particular puzzle. 


A man has a lot 400 feet long and 200 
feet wide. He wishes to construct a con- 
crete walk three feet wide,. diagonally 
across the lot from opposite corners. The 
opposite diagonal corners of the walk inter- 
secting with the opposite diagonal corners 
of the lot. What will be the area of the 
ground covered by the walk? 


The answer given is 1324 feet but the 
thing is how to arrive at this answer. We 
have had this worked out and can give 
you a copy of how it is arrived at if you 
are interested. 


Chas. R. Francis, Service Manager 
The Canadian Indemnity Company 
Winnipeg, Canada 


Reporter's Note: Yes, Mr. Francis, we 
would like to have the answer. 


* 
QUESTION 


HOW can we date a free offer time limit 
on our order blank if returned within 24 
hours when goods and order blanks are 
packed many weeks in advance? Or what 
other method could we use to make sure 
the order is sent to us within 24 hours 


after the customer receives the order 
blank ? 


Earl Hall 


United Watch Company 
St. Cloud, Minnesota 


Reporter's Note: Have never heard of 
such a method. Only way possible would 
be to send letters registered . . . but that 
would be expensive. Or separate mail and 
date 24 hour expiration from time Post 
Office tells you it will be delivered. Is the 
effort worth while? 
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A GOLD CUP 


FOLLOWING UNEXPECTED LETTER arrived with 
a Gold Cup neatly painted under the first 
paragraph. Modesty may be a virtue but 

. this letter is too good to keep in our 
musty files. 


Dear Henry: 


I award you the Lewis Kleid Gold Cup 
for having contributed most to the ad- 
vancement of direct mail. 


I refer specifically to the current (Oc- 
tober) issue. It is a humdinger. 


The facts and findings contained in this 
issue are so important in planning and 
creating direct mail that any salesman sell- 
ing this medium is doing himself an in- 
justice if he does not memorize these tested 
results. 


Any company could afford to give you 
“Life Subscriptions” with the money saved 
by the application of these ideas. 


As a matter of fact, it would be a good 
idea for you to condense the material in 
this issue into a brochure entitled “Tested 
Direct Mail Ideas” and offer it as a pre- 
mium for a short term dollar trial sub- 
scription. 


You are doing a wonderful job with The 
Reporter and the direct mail industry owes 
a great deal to you. 


May you long Prosper... . 


Cordially 
Lewis Kleid, President 
Mailings, Inc., New York City , 


PENCIL REPRODUCTION 


WE VE COMMENTED BEFORE on the use of an 
artist’s pencil sketch for the finished job. 
Sometimes this pencil sketch looks so good 
that it is a shame to waste time in having 
a stiff final drawing. And there is some- 
thing intimate about the original sketch. 


Latest excellent example: A four page 
folder from our friends, Andrew Reid & 
Company, Ltd., Strawberry House, New- 
castle Upon Tyne, 2, England, entitled “For 
ARtistry in Print.” 


All lettering appears in carefully drawn 
pencil. Back page has this explanation: 
“This folder is reproduced by Offset Li- 
thography using chalk on a grained zinc 
plate and is printed in pencil grey ink. 
An effective and economical process for a 
simple type of pencil reproduction.” 
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post office is more than glad to co-operate: 


The Return Postage Guaranteed imprint on your mailing piece 
which returns the envelope if not found. 


Form 3547 which notifies you if mail is forwarded to a new address. 


The Post Office will correct lists for 1¢ per name. 


All of you are probably acquainted with the methods I have just men- 
tioned. 


There are other methods—companies with a sales force often have their 
salesmen check territorial lists. This is very good if you can get them to 
do it. 


However, we have no sales force, so we use the best means at our disposal. 


Our lists are so large and diversified, we never have the post office check 
them. We do, however, use the guaranteed return postage—and also the 
form 3547. 


All such returns are immediately turned over to a clerk who makes the 
necessary corrections. 


Another good stunt which facilitates the maintenance of lists is by 
printing on the top of monthly statements and invoices: “Is this your correct 
address?” In case of error or change, the customer notes the correction 
when remitting. 


Inasmuch as we use many individual trade directories, I often have 
special lists checked against new directory listings as they are issued. This 
not only maintains the lists I already have, but as each new directory is 
published, new names added since the previous year are added to our 
own lists. 


Incidentally, a good way to maintain some lists at a reduced cost is to 
buy two directories of a kind. I have my bookbinder cut them up, punch 
holes for loose leaf binders. Some sheets are used as is—others are pasted 
on heavy paper or light cardboard because directories are usually produced 
on light weight paper, and we can thus handle them easier. This eliminates 
considerable typing and our list is pretty much up to date. 


Another good help is to watch trade papers as they often announce 
changes of addresses—moves to new headquarters as well as newcomers who 
have started in business. Such items are clipped and turned over to the clerk 
for the proper attention. 


I don’t know how others handle their mailing lists—but I personally 
pay a great deal of attention to them—because without a good up-to-date 
mailing list, a direct mail campaign is just like shooting at a target that isn’t 
there. You'll shoot all your ammunition—but you just won’t hit anything. 


So—pamper your mailing list. It will pay you dividends in the long run. 


PART IL—METHODS OF MEASURING ACTUAL RESULTS OF 
INDIVIDUAL ADVERTISING CAMPAIGNS 


Results of advertising campaigns on General Consumer Merchandise are 
easily checked because it is definitely known that such advertising will in- 
fluence the general consumer and an increase in sales results during or 
immediately after specific campaigns. 


In a similar category is the actor on the stage, who can judge his effec- 
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tiveness by the applause he receives in person. A radio singer depends upon 
the fan mail he receives—but the pay-off comes in the tickets sold at the Box 
Office or the merchandise sold in the field. 


I feel that the industriai advertising man is different from the consumer 
product advertising manager, but somewhat like an actor or radio singer. 
His ads and direct mail are like songs to the singer and dramatic performances 
to the actor. His applause is represented by the inquiries his ads produce, 
and the “pay-off” is found in the sales figures. 


However, there is a difference. An actor can prove the applause was 
for him by saying “Watch me do my stuff, then listen.” A radio singer says— 
“Just look at my fan mail.” It’s his—addressed directly to him. He knows 
he produces—and more important, he can prove it! But, how about the 
average industrial advertising manager? As a rule, he must battle with the 
Sales Department to secure proper credit for his efforts. In other words, you 
not only have to be good but you’ve got to prove you're good. 


That’s why to me the subject of measuring the actual results of individual 
industrial advertising campaigns has been a most interesting and important 
one. True, there has been a certain amount of selfishness involved because 
I wanted to prove my efforts produced, but, primarily it was because our 
company is comparatively a small organization, with a limited advertising 
budget. I have been compelled to prove that every dollar spent for adver- 
tising was able to produce a profit. A very important factor also was to be 
able to detect quickly non-profitable advertising campaigns, and thus avoid 
repeating such failures. The only way I could do this was to keep a very 
accurate check on every campaign, regardless of how small it happened to be. 


In our case, this checking of results was not very difficult—because we 
do 9914% of our business entirely by mail—without the aid of outside 
salesmen. The fact that I manage both sales and advertising, enables me to 
keep my fingers on every phase of this activity, with the aid of a very efh- 
cient secretary. 


By keying every direct-mail campaign, trade paper, ad, or directory 
listing with a different key address, we have been able to trace the source of 
every inquiry and order we receive, to within a minute fraction. 


In all of our direct mail pieces, we always enclose a postpaid envelope 
properly keyed—and also a questionnaire sheet, so designed as to induce 
the prospect or customer to ask questions, so that if they return the question- 
naire sheet without our return envelope, we still have a check. In the event 
that they do not use the return envelope or the questionnaire sheet—we have 
our mailing lists arranged on cards or sheets according to the industries and 
these lists can thus easily be checked for the name—which permits us to 
trace its origination. 


Thus we are able to keep a constant check on the results of any cam- 
paigns regardless of how small or large the campaign may be. We may have 
30 or 40 campaigns running at one time. The direct mail campaigns may 
have 25 names up to 5,000 names—but we check each campaign just as 
carefully! 


General returns—inquiries and orders separately—whether they result 
from direct mail, trade papers, directory listings—are entered on listing 
sheets—and then these returns are broken up for each campaign and listed 
on individual sheets with the key address, type of product promoted—field 
covered—number of pieces mailed—or data on the advertisement or directory 








BELIEVABILITY 


BOB COLLIER claims that the success of a 
letter is really based on its believability. 
You can use all of the other formulas for 
writing letters—but if your letter lacks be- 
lievability it will fail. 

Here is a hot one: Wm. H. Wise & Co., 
Inc., New York, mailed a two page offset 
letter headed “Dear Friend.” Enclosed a cir- 
cular, order form, return envelope. Letter 
explained very convincingly new book of 
“World Famous Paintings.” 

BUT ... here is the P.S.... 

“T have selected from our million and a 
half customers only those whose previous 
purchases indicated a culture and discern: 
ment that would appreciate the quality of 
these Masterpieces and their amazing 
value. Offered to such a quality group of 
people, this superb buckram-bound edition 
will not last long. If you want a glimpse 
of it, it would be well to use the Free- 
Examination Card quickly. Admirers and 
collectors of the works of ROCKWELL 
KENT will be delighted with the inspired 
design Mr. Kent has especially created for 
the beautiful End Papers of this volume.” 

Reporter's Note: The two people who re- 
ceived these letters and brought them to 
The Reporter were incensed at the P.S. 
Neither one had ever purchased from this 
company before. And could anyone be 
impressed by a form letter which stated the 
recipient had been carefully selected out of 
a million and a half customers. Believa- 
bility. That is the word to remember. 


& 
SUGGESTION! 


I HAVE JUST torn out a page from The 
Reporter and mailed it to one of your 
advertisers. 

I was surprised to discover that on 
neither side of the page is “The Reporter” 
or the date of issue printed. Pick up any 
magazine around your desk and I believe 
you will notice that the name of the maga- 
zine and the date of issue is carried on 
every page. Sometimes it is at the top 
and in some cases at the bottom of the 
page. That seems to be standard prac- 
tise and it might be well to adopt the 
same procedure, especially when you line 
up some national advertising and your read- 
ers tear out full pages and send them to 
the advertisers—or is it? 

B. A. Bruns, Circulation Manager 
The Billboard Publishing Company 
Cincinnati, Ohio 

Reporter’s Note: Tsch, tsch,—don’t you 
know that it’s agin the 2nd class postal 
regulations,—or something? A reply cou- 
pon shouldn’t be more than one-third of 
a page. And here you are using the page. 
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HOUSE MAGAZINES 


THE SHELVES IN THE DIRECT MAIL CENTER 
are beginning to groan. They are piled 
high with House Magazines .. . big ones, 
little ones, poor ones, good ones. They 
are being arranged alphabetically and 
classified by purpose. We are trying to 
get an accurate up-to-the-minute list. On 
a rough estimate it looks as if we may 
have around two thousand. The last time 
this particular staff of workers made such 
a survey was back in 1930. We are glad to 
report that House Magazines have improved 
tremendously in the ten intervening years 
(as they should). Before the survey is 
over—we hope to have an impartial Board 
of Judges select the ten or twenty top- 
bracket productions. 

It is encouraging to see how color, art, 
photography and intelligent editing are 
gaining ground in the House Magazine 
field. Latest issue of The Texas Star has 
a full color process cover—one of the most 
powerful covers we have ever seen. 

Be sure that The Reporter is on the list 
to receive your house magazine. 


COMING BACK? 


FOLLOWING ITEM appeared in September is- 
sue of “In Transit” published by the Atlanta 
Envelope Company, Atlanta, Georgia. 


HOUSE ORGAN COMING BACK 

There is real evidence that the House 
Organ is becoming an important phase in 
institutional advertising these days. You 
will notice that Parke, Davis & Company of 
Detroit, and Sharp & Dohme of Philadelphia 
are both reviving publication of house or- 
gans formerly issued by these companies. 

The first issues have already prompted 
appreciative letters from readers in all sec- 
tions of the country. Buick Motor Com- 
pany has long been a follower of the house 
organ technique. Buick is a staunch be- 
liever of cultivating owner loyalty, and its 
record reveals a job well done. In contrast 
to bulky sales talk such publications are 
lively, informative; and the trend is to make 
them highly pictorial, such as “Life” and 
“Look” magazines. 

House magazines hold a very definite 
place in building good will. Once begun 
they deserve serious thought and constant 
study in an effort to vitalize the policies of 
the company and the officials, and give a 
dramatic understanding of the merchandise 
offered by the firm. 

Reporter's Note: We like thoughts ex- 
pressed, but didn’t know House Magazines 
had to “come back.” They are more preva- 
lent (and better) than ever before. 
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listings as the case may be. When sufficient time has elapsed, a compilation 
of the results of each campaign is made and recorded. 


It is just good business for a company to keep a constant check on the 
results of all advertising efforts—and a darn good guarantee for the Adver- 
tising Manager—because it will prove to the “powers that be” his ability to 
produce—and thus be rewarded accordingly. 


On the other hand—if the campaigns do not “click”—a good advertising 
man ought to know that too—because only by learning where our faults are 
can we hope tv correct them. 


Check actual results of all advertising efforts regardless of how insigni- 
ficant they may seem. You'll be surprised at what it will mean to you and 
your company. In effect, it will do for you what my tailor does by having 
a small, crude, but very potent sign in his shop, which reads: 


“If our service pleases you—tell your friends. If it does not please 
you—tell us.” 


and that’s just what checking advertising campaigns properly will do for 
you. When you get the results, if you “know your onions’—you'll know 
just what to do in either case. : 


So check and double check—and you will surely increase your company’s 


business and your own pay check eventually. 


CONTROVERSIAL IDEAS AT 
D.M.A.A. ‘CONVENTION 


Following item submitted by Nancy Burke, Seaside Hotel, Atlantic City. 


One of the outstanding ideas presented at Better Letter session was 
Nicholas Samstag’s explanation of GROUP JOURNALISM as practiced by 


members of the staff of Time magazine. 


Mr. Samstag described the process by which a Time letter is created . . . 
Four men are given the assignment of, let’s say, writing a letter to doctors 
soliciting their subscriptions to Time. Individually they go over the problem, 
collect data that will help . . . anything pertaining to doctors that might 
be useful . . . and then four letters are written. Now the heart-rending 
session from which group journalism gets its name the four meet, 
present their letters, tear them all apart, piece them together again into one 
smooth, powerful letter. The letter then must be tested on part of the list 


before it is sent to the entire list. 


In trying to use a formula to write sales letters, Mr. Samstag says, 
many exceptions arise to cloud thought. So he recommends simply this. 
Think about the man (or the type of man) to whom you are writing and 
the circumstance which causes you to write him... then write. A good 
promotion writer keeps his theme in mind, subconsciously, all the time— 
even away from the office and can collect ideas on his subject which will 


later help him in writing his letter. This FORMULA OR NO FORMULA 


idea stirred up a storm of discussion from the floor. 


The consensus was: Don’t attempt to write a letter by formula but, 
after the idea is set forth in a letter, check it by the good old Attention- 
Interest-Desire-Action yardstick. 
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ANOTHER FINE TEST REPORT 


Your reporter thanks R. A. Childers, General Manager of Sales, South- 


ern States Iron Roofing Company, Savannah, Ga., for this test case. 


“Here are the results of a test mailing that we have just made. This 
test consisted of the mailing of ten letters each to 2,000 Southern farm 
owners for the purpose of pulling inquiries for our roofing catalog. 


The purpose of the test was three-fold: 


No. 1: Select the letter with the greatest pulling power. 

No. 2: Determine the difference in the pulling power of a letter when a return 
card, on which the inquirer pays the postage, is substituted for a business 
reply card. 

No. 3: Determine the pulling power of a letter mimeographed in two-colors on an 
illustrated letterhead as compared to the same letter multigraphed on a 
one-color printed letterhead. 


Attached is sheet giving you the results of this mailing. The AFT 
and the AFU letters were the same, excepting with the former a business 
reply card was enclosed and with the latter a card that required a one cent 


stamp was enclosed. The same applies to each of the other four sets of 
letters which we list. 


We are attaching a copy of the AFT letter which pulled 10.2% in- 
quiries. We are also attaching copies of the AFN, AFO, AFL and AFM 
letters. You will notice that the latter two are different from the first two 
mentioned only in that they are mimeographed and the format is changed. 
You will notice that the two mimeographed letters pulled a total of 233 
inquiries, whereas the two multigraphed letters, with similar text, pulled 
a total of 236 inquiries. 


The number of inquiries pulled where the inquirer had to pay the 
postage was from 40 to 50 percent less than when the inquirer paid no 
postage. A No. 10 postage saver envelope with large indicia was used. 


We hope that the results of this test will prove of some value to some 
of your subscribers.” 


20,000 TEST MAILING 


Letter Letters Bad Inquiries 
Key Mailed Addresses Received % 

* AFT 2,000 110 193 10.2 
FAFU 2,000 136 119 6.3 
*AFR 2,000 114 164 8.6 
*AFS 2,000 130 84 4.4 
*AFP 2,000 130 155 8.0 
+AFQ 2.000 120 80 4.2 
*AFN 2,000 112 146 7.7 
TAFO 2,000 130 90 4.8 
* AFL 2,000 112 150 7.9 
AFM 2,000 123 83 4.4 


* Business reply cards were used. 
7 Inquirer paid 1¢ postage to return card 


Reporter’s note: Oh my! Oh my! Wish THE REporteER had unlimited 
pages so we could reproduce all of the letters. All were two pages. Inter- 


esting to note, however, is that letter which pulled best had heading, “Will 
you accept a valuable book FREE?” 


“Would you like to save $27.00?” read the A.F.N. letter which pulled 
7.7%. The heading “Would you spend 1¢ to save $27.00?” pulled the 
lowest. The letters will be on display at the Direct Mail Center. 


Incidentally, many months ago, your reporter used one of Mr. Childers’ 
‘etters as an example of Yearling Shortening. We eliminated about 3314% 








IS THIS A GOOD LETTER? 


“SOLVEx” 1s A solvent distillate from beech- 


wood, which for years has served the de- 
mands of many in the roofing material in- 
dustry. 


Prior to recent plant expansion the 
demand for “SOLVEX” exceeded our out- 
put, and so we have had little occasion to 
investigate the specific purposes for which 
this versatile solvent is purchased. Suffice 
it to say, despite our meager data on that 
score, we enjoy the buying support of some 
of the country’s most substantial manufac- 
turers of roofing materials. 

“SOLVEX” is packed commercially in 
50-gallon non-returnable drums at 25¢ per 
gallon, f. o. b. Roulette, Pa., 1-10-30 net. 

May we prepay to you, without charge, 
a quart sample for your preliminary in- 
vestigation? A handy return postal is at- 
tached for that purpose—perhaps “SOL- 
VEX” may answer a real need in _ per- 
formance or economy, or both—we’ll gam- 
ble a sample anyway if you'll look it 
over! 


We'll expect the card in an early mail— 
thanks. 

Here is what the recipient—one of the 
many reporters for your reporter—thought 
about it: 

“In the first place, their mailing list must 
be at least eleven years old, since we have 
made no roofing since that time. 


“Secondly, the whole letter has a very 
patronizing air. They brag about their 
large amount of business in the second 
paragraph. They say they are willing to 
gamble a sample on you even though, as 
they infer, you may be a poor risk. In 
the last paragraph they do not even admit 
that you might fail to return the post card. 


“In spite of all these things, to me, the 
letter just misses being a very good one. 
Perhaps if a few words were changed and 
the patronizing air omitted, it would pull 
good results. It would be interesting to 
know just what the percentage of results 
comes to from this mailing. 


ASBESTOS CARD 


HENRY G. FLEER, 281 Tompkins Avenue, 
Brooklyn, New York (coal-oil-coke-heating 
equipment) recently mailed a double self- 
mailing post card (business reply on one 
half) ... printed on asbestos. At first glance, 
it looked too cheap—but after getting the 
idea that it was asbestos, the reaction was 
better. It is a good idea but can be im- 
proved with better printing. Another ex- 
ample of the flexibility of Direct Mail. The 
forms of Direct Mail are limited only by 
the imagination of the creator. 
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Where Else Can You Buy 
LETTERHEADS sx. mis 
for $f 24 Thousand ! 


Send us a sample of your present letterhead 
and let us quote our MASS PRODUCTION 
price for QUALITY work on any quantity in 
which you buy. Our Letterhead Clinic will 
re-design your old letterhead, if you wish, 
and submit sketches absolutely free and with- 
out obligation, together with our quotation. 


Universal Litho & Stationery Co. 
Dept. 211 


4311 Diversey Ave. Chicago, Ill. 


‘BIG JOB? | 


That's Easy — Just Call 


DOOLITTLE & COMPANY 


107 North Wacker Drive 


hicago 
e 


Everything in Equipment 
and Facilities 


o 
Modern High-Speed 
Equipment for: 
1—Actual Typewritten and Hooven Let- 
ters 
2—Processed Letters and Multigraphing 
3—Planography and Offset 
4—Letter Press and 3-Color Process 
5—Mimeographing and Duplicating 
6—Addressograph and Elliott Addressing 
» 
Complete, Up-To-Date 
Facilities for: 


A—Pen and ink signatures on letters 
ee typewritten or pen and 


























C—Folding, Inserting, Mailing 
D—Metered Mail (postage meter) 
E—Collating, Assembling, Packaging 


© 
For Speedy Motorcycle Pick-Up 
and Delivery Just Call 
“DOOLITTLE" 
CENtral 6556 























of the copy, trying to show how useless words can be eliminated. Be it 
reported here that we can find no complaint with the present series. Whether 
it is due to reading “The Yearling” we do not know . . . but we do know 
that Mr. Childers’ is a good sport for he never complained. 


Alright! Alright! In spite of crowded space—here is the letter that 
ranked first in the test. It may give some of you some ideas. 


Will you accept a valuable Book FREE? 


In a few days I am going to send you an interesting Book that shows how to 
SAVE MONEY on Roofing. I'll tell you more about this in just a minute—but first, 
listen to an interesting story. 


T. C. Kormat needed a Roof. He got one from a small Roofing Company (which 
has since gone out of business). 


Ed Wilson also needed a Roof. He ordered an EVERWEAR Roof direct from 
the Southern States Iron Roofing Company. 


Less than five years later Kormat had to do the whole job over again because the 
Roof he bought didn’t last. 


But Ed Wilson, who ordered the Genuine EVERWEAR Roof, still has it on his 
building. It looks just as good as it did when he put it on 18 years ago. Ed Wilson 
made a mighty wise deal when he got that EVERWEAR Roof. 


By now you are probably wondering who I am and how I happened to write to 
you. My name is Charlie Foster. I am General Manager of the Southern States Iron 
Roofing Company, one of the oldest and best known Steel Roofing Manufacturers in 
the country. We manufacture Genuine EVERWEAR Roofing. I’m not bragging when 
I say that but I will admit that I’m mighty proud of the Roofing we make. 


For over a quarter of a century now we've been making Zinc Galvanized Steel 
Roofs for all types of buildings—Steel Roofs that have to be good because they have 
the fine character and reputation of this Company built right into them—Steel Roofs 
that have covered more than a half million buildings in the South and SAVED MONEY 


for the owners. 


Of course, I don’t know whether you need any Roofing right now for any of your 
buildings or not, but I do want you to know more about EVERWEAR so that you can 
SAVE MONEY when you do need to cover some of your buildings. 


EVERWEAR Roofing is made of PRIME, Full-weight, Grade “A” Steel, heavily 
coated on both sides with Galvanizing that is 98 and 44/100% Pure Zinc. And Zinc, 
as you know, is the best metallic coating for the rust-proofing of Steel. Therefore, 
EVERWEAR gives you long-lasting, water-tight Roofs for your home, barns and other 
buildings—Roofs that SAVE YOU MONEY in the long run. It is Fire-proof, Lightning- 
proof, Rust-resisting. That’s the kind of Roofing you want on your buildings, isn’t it? 


I'd like to go on and on—telling you more about EVERWEAR Guaranteed Roofing 
but this letter just isn’t big enough. That’s why I want to send you the Book I told 


you about in the first part of this letter. It tells you the whole story about Genuine 
EVERWEAR Roofing. 


This Book contains much valuable Roofing information. It shows pictures and 
descriptions of the many styles of Genuine EVERWEAR Roofing. Also letters from 
folks who have SAVED MONEY by using it on their buildings. The Book shows 
how you, too, can SAVE MONEY by ordering DIRECT-FROM-THE-FACTORY and 
keeping all the extra profits right in your own pocket. 


It shows the same kinds of Roofing that Mr. Phillips, Mr. Merdith and Mr. 
Brantley have on their buildings. And,— 


Mr. Phillips ordered his EVERWEAR Roofing TEN YEARS ago. Mr. Merdith 
got his FIFTEEN YEARS ago. Mr. Brantley put on his firsts EVERWEAR Roof 
about TWENTY YEARS ago. And they all say, “It’s fine Roofing—it hasn’t leaked 


a drop.” 


These folks are just a few of the many thousands who have saved money and 
have gotten better Roofs by using EVERWEAR. Let me prove that we can do the 


(Continued on Page Twenty) 
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IDEAS FOR UNIQUE FOLDERS 


The advertising man seeking unique effects at moderate cost will find 
much of interest in the diagramatic dummies of advertising folders illustrated 
below. All can be produced by trimming and folding without die cutting or 
printed tints. 














These effects become possible through the use of an unusual paper, coated 
with a different color on each side. By simple handlings on the folding 
machine and cutter, the two colors of the paper may be utilized to create 
striking effects that greatly increase the attention value of the advertising 
piece. The diagonal trims are easily made by the use of a triangular block 
inserted in the back of the cutter. 

It is hardly necessary to comment on the result-producing value of 
COLOR skilfully used in printed advertising. Experienced ad-men know the 
added power of color. However, limited budgets often make it necessary to 
reduce the use of color to the point where economy panelizes results. 

Through the use of this two-color paper, Woodbine Duplex Enamel, the 
problem of producing strong, colorful folders at low cost is vastly simplified. 
With a single printing, three color effects are attained. With two printings, 
one may get strong, four-color effects. 

The colors available in Woodbine Duplex Enamel provide combinations 
adaptable to almost any requirement. There are ten different color combi- 
nations—each having special adaptations for particular products or seasons 
of the year. 

Color harmony in the return card is simple through the use of Woodbine 
Duplex Postcard, made to match most of the color combinations of the 
Duplex Enamel. 

Printers and advertising men who are constantly on their toes for fresh 
and original ideas to create attractive and productive advertising literature 
will welcome the possibilities brought to them by this most adaptable two- 
color paper as well as the many suggestions for using it which are offered by 
the makers in their “Idea” Portfolio. 











COLORS FOR EVERYTHING 


WHETHER IT be Winter, Spring, Summer or 
Fall; whether the product advertised be 
automobiles, toilet soap, women’s wear or 
insurance, there is a color combination in 
the Woodbine line to meet the require- 
ments of good taste and good merchandis- 
ing sense. How perfectly the Turquoise 
and India, or the Gray and Rose adapts it- 
self to the presentation of a dainty femi- 
nine product! Or, for contrasty effects 
what could be stronger than the Red and 
Green or the Gold and Blue sheet! 


Remember, the two sides of the sheet are 
in different colors! All tints are harmoni- 
ously matched for effects to please the most 
color-critical eye. 


Orange and Fawn Suntan and White 
Emerald and Green *Canary and White 
Goldenrod and Primrose * Black and White 
Turquoise and India *Gold and Blue 
Gray and Rose *Red and Green 


* Made only in Woodbine Duplex 
Enamel—not in Card Stock. 


a 
AN “IDEA” PAPER 


WOODBINE DUPLEX is a paper that stimulates 
a flow of IDEAS to the advertising brain 
groping for new effects. No matter what 
the problem may be, if color will help solve 
it, Woodbine Duplex Enamel is sure to 
supply an answer. 


That wide range of original treatments 
created by simple folding and trimming 
may be appreciated from the dummy illus- 
trations at the left. All of these may be 
produced by following the suggestions in 
the Portfolio offered below. 


Thus the ingenious advertising man finds 
this paper a most versatile tool to work 
with in planning attention-getting pieces at 
very modest cost. 








AN IDEA PORTFOLIO FREE 


THIS DEMONSTRATION is truly a “gold mine” 
of Direct Mail ideas, developed to take ut- 
most advantage of the unique features of 
Woodbine Duplex Enamel. There is a wide 
variety of layout suggestions, novel fold 
combinations and die-cut ideas. Also plenty 
of sample sheets for color reference and 
for making up dummies. Please write your 
request on your firm letterhead. 





1139 WISCONSIN AVENUE 





THIS ENTIRE PAGE IS AN ADVERTISEMENT OF 
THE APPLETON COATED PAPER CO. 


APPLETON, WISCONSIN 


Don’t fail to send for the free “Idea” Portfolio offered. It will 
prove a big help to you in planning strong Direct Mail pieces. 






















































We invite inquiries from 
mail sellers who wish 
to increase profits by: 


qe Renting lists of known mail 


buyers for their own use. 


ee Renting their own lists to 


other non-competing mail 
sellers. 


D-R Special List Bureau 
Division of 
DICKIE-RAYMOND, Inc. 

80 Broad Street Boston 
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Tie Your Mail on the Bunn 
Package Tying Machine 


®@ Ties 20 to 30 Packages per minute. 


® Ties all sizes tightly—no adjust- 
ments. 


@ Equals four hand tie-ers. 
@ Meets Postal Regulations. 


@ Makes a single wrap long way, 
double wrap the short way, cross- 
ing twine underneath package. 


W rite 
For Our 







~ be Free Trial 
A - Offer 


B. H. BUNN CO. 


7607 VINCENNES AVENUE 
CHICAGO, ILL. 
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same for you. You be the judge as to whether or not you think EVERWEAR Roofing 
can save you money and also give you a better Roof. Just read our Book—see our 


LOW PRICES for this high grade Roofing—and then decide for yourself. 


I’ve got your Roofing Book all packed up—ready to go. But I want to make sure 
that it’s going to reach you PERSONALLY. 


Therefore, to make absolutely sure that I’ve got your address right—and that you 
will get this Book without delay—just fill out the enclosed card and drop it in the 
mail. No postage is necessary—lI take care of that when your card gets here. 


Sincerely yours, 


CHARLIE FOSTER. 


P.S.—When you order Roofing from us we pay all the Freight Charges. 


ONE WAR AT A TIME 


While no normal human being can wholly forget the European War, no matter how 
far he may be personally removed from it, life must go on elsewhere, and people who 
do not have to be engulfed in the great tragedy must fight to keep their corner of the 
world as sane and as free from grief as possible. To think so much about the War that 
we neglect our peace time jobs would soon number us among its sufferers and would 
impair our own ability either to defend ourselves if the evil forces which have brought 
it on should make a spring at our throats too, in time, or to help the nations which 
have been caught in it to regain their stride when it is over. 


Business must prosper in the United States, whatever happens. Automobiles must 
be manufactured, sold, financed and used on the largest possible scale. Money must 
be kept in rapid circulation. Unemployment must be reduced to an absolute minimum 
so that as few citizens as possible may have any cause to feel dissatisfied with the 
existing social order. The nation must be as closely united as possible—strong, rich, 
cohesive and powerful, so that, come what may, its people may be safe and it may be 
able to plav a helpful part in stabilizing life throughout the world when, at last, the 
bombs have ceased to fall. Nothing could be worse than to let business bog down in 
this country while we watch the tragic drama overseas. Our job is to fight for a 
normal, prosperous, peaceful way of life, not only to protect ourselves but to keep the 
world from falling into utter chaos, and unless each one of us drives harder for 
business at this stage than he ever did before, and refuses to let himself be sunk by 
bad news from any quarter, we shall not be holding our sector in humanity’s great 
battle to make life on earth worth the living. 


The formula for each of us to guide on while the present ordeal lasts is that of 
living one day at a time and making that day count to the absolute limit in all kinds 
of constructive work. As you read this, you’re not suffering. You have enough to 
eat, a place to sleep, and work to do that yields a living income. That goes for now. 
Tomorrow hasn’t come yet. Its problems can’t be met until it does. The only certain 
thing about them is the fact that they will surely be less difficult if you make the 
best use of TODAY. So dig the old cleats deep into the surf and make the next 
play yield the utmost yardage. If it goes clear to town, don’t let up. Try to make 
each one that follows do the same. But don’t worry over the second until you’ve 
completed the first. See where the ball rests when that’s finished and then decide 
what should be done to move it into scoring territory. Above all things don’t let 
your mind get fixed upon a game that’s being played upon a field 3,000 miles away. 
Your game is here. Win that—and if, in due time, you have to take on a team that 
today is playing somewhere else, the spirit that’s brought you out on top in this grim 
battle will do a lot to help you win the next. 


H. BERTRAM LEWIS. 
P.S. The last war stimulated business and there isn’t any reason why the present 
war should not do likewise. If so—the harder we work the more of the increase 
we ll get. 
H.B.L. 
Reporter's Note: The above taken from good bulletin issued by H. Ber- 
tram Lewis, 60 East 42nd Street, New York. Bert (you may remember) 
manufactures sales bulletins and house magazines for auto dealers and finance 
companies. His years of experience make his selling advice priceless. 
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NEW FACES FOR BUSINESS 


The world would be a weary, dreary place if all faces looked alike. 
Imagine your business . . . if all executives and salesmen looked and dressed 
alike. Why should your bulletins or booklets, forms or folders, which you 
have been processing by stencil or offset—be typed in one ordinary type face? 


Now you can have NEW FACES for this important work . . . the Vari- 
Typer way. If you need Glamour and Beauty, there are delicate and artistic 
faces for you. If you want PUNCH, you can have bold types for headings 
and for emphasis. When a friendly or conservative story is to be told... 
you have many Vari-Typer faces to fit the job. 





If you need accurate statistical presentation . . 
Vari-Typer will give you small, condensed faces which save many pages of 


. a quick change on the 


printing. And with these condensed faces, you will find that many of the 
costly jobs you now have printed, can be done much more cheaply—the 
Vari-Typer way. 


How YOU can PROFIT by using the Vari-Typer 


1. You save money on the composition of bulletins, catalogs, folders, 
house magazines, price lists, forms, etc. . . . by eliminating letter press com- 
position costs such as proofreading, make-ready, etc., and by ability to con- 
dense material on fewer pages. Savings as high as 50%. 


2. You make money ... by composing—right in your office—sales 
literature you could not afford before without the Vari-Typer. 

3. You save time . 
lype composition . . 


. . by being able to get immediate action on your 
. without the delays of sending it out. 

4. You improve the appearance of the sales promotion work previously 
reproduced from ordinary typing—and hence improve results. 

5. You increase the productivity of your own typists—by giving them 
a simply operated machine which eliminates costly type-setting work. 

6. You profit by using the Vari-Typer—because it is the only office 
machine which “pays as it goes.” You will save or make more than the cost 
of it—by the time you have paid for your Vari-Typer. 








PRISON HOUSE MAGAZINE 


ONE OF the most unusual house magazines 
in the world . . . is the Marquette Inmate 
published by a group of inmates at the 
State House of Correction and Branch 
Prison at Marquette, Michigan. Produced 
entirely on the Mimeograph in a number of 
colors from stencils “cut” with Vari-Typer. 
Subscription price is $1.00 per year. It is 
well edited . . . and good looking. 


TRANSFER SERVICE SAVES 


EIGHT HUNDRED DOLLARS was saved by the 
Financial Information Company in produc- 
ing indexed, looseleaf Financial Stock 
Transfer Service reference catalog. It orig- 
inally cost $1,800 to produce. Composed by 
Vari-Typer and Offset . the cost was 
$1,000. And the appearance? Entirely satis- 
factory. There will be further savings in 
subsequent years . . . as changes can be 
Vari-Typed and pasted on original copy. 


a 
LIBRARY USES VARI-TYPER 


THE LIBRARY Of The Union Theological Sem- 
inary issues a 793 page cloth bound, hard 
cover book listing all classifications in the 
Library. Estimated printing cost of 500 
copies was $3,000. Vari-Typed (and Offset) 
cost was $2,000—but all saving was in com- 
position, proofreading . . . and control of 
publishing right in the office of Library. 


& 
COLOR PLUS VARI-TYPER 
THE ARNOLD KNITWEAR CORPORATION (manu- 
facturers) of Cohoes, New York, use the 
Vari-Typer for composing illustrated cata- 
logs of Arnold Knit Goods. Catalogs are 
offset with second color used for all illus- 
trations. Makes attractive—but economical 
job. 

& 


YOU TOO CAN SAVE 


THOUSANDS of organizations are now using 
the Vari-Typer. Thirty-five departments of 
the Government use Vari-Typers for statis- 
tical and informative releases - with 
thousands of dollars saving. Many Finan- 
cial Houses use Vari-Typer. Educational 
Institutions use it for text composition. 
Insurance and Transportation Companies, 
Public Utilities... use it for rate schedules. 
Publishers, Retail Stores and Commercial 
Organizations of all kinds use Vari-Typer 
for saving money on type composition for 
millions of dollars worth of required print- 
ing. Lithographers and letter producers use 
the Vari-Typer to give their customers 
quick, attractive, economical type composi- 
tion. You can prove the profit possibilities 
of the Vari-Typer in your own business. 




















MANUFACTURERS OF VARI-TYPER 








17 PARK PLACE, NEW YORK. N. Y. 


A Vari-Typer representative will gladly give you a demonstration .. . using your own copy or form requirements. 


“THIS PAGE IS A REPORTER-STYLE ADVERTISEMENT OF THE 
RALPH C. COXHEAD CORPORATION 
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Newest Appointment 


for the busy man’s 


desk! 


New Enclosed Ediphone for the Desk 


They’re ordering it on sight—this 
new enclosed Ediphone for your 
desk. From coast to coast ?t is 
rapidly becoming distinguished 
equipment on the modern execu- 
tives desk. You’ve never seen a 
more sleek instrument—a triumph 
in compact, modern design. So 
compact that it takes up less desk 
space than a sheet of letterhead 
paper. 

New features — 
Truvox recording 
captures your own 
true voice. An elec- 
tric eye winks if 
youre not using it 
correctly. Modern 





design of thoroughbred taste makes 
it fit in everywhere. 

And it’s all set to go into action in 
a split second. Without fuss or wait- 
ing you get out letters, instructions, 
memoranda; record appointments 
and reminders. You sail through a 
lot of work in little time. You and 
your secretary gain 20% to 50% in 
business capacity. 

Phone the Ediphone (your city) 
or write Dept. R11 
Thomas A. Edison, 
Inc., W. Orange, N. J. 
In Canada, Thomas 
A. Edison of Canada, 
Ltd., 610 Bay Street, 


Toronto. 


Closed — No Old-fashioned Protrusions 


SAY IT TO THE 


EDISON 


Edi 


hone 


OICEWRITER 





P 













HURRAH FOR POST OFFICE 


YOUR REPORTER, you may remember, has 
been crusading against the misuse of Busi- 
ness Reply Envelopes and Cards .. . try- 
ing to shame the misusers, or to get the 
Post Office to declare the misuse fraudulent. 


Action has started. Here is notice to 
Postmasters which appeared in September 
6th Postal Bulletin. 


BUSINESS REPLY CARDS DEPOSITED IN 
MAILS WITH PROPAGANDA PASTED 
THERETO OR OTHERWISE MISUSED 


It has come to attention that business reply 
cards distributed under the provisions of section 
510, Postal Laws and Regulations, are being 
returned to permit holders with propaganda, 
advertising literature, and other extraneous 
matter pasted thereto or are deposited in the 
mails blank or with the reverse side thereof 
filled out with fictitious names, such as ‘Elmer 
Zilch,” or in a facetious manner by so-called 
practical jokers, or are otherwise misused 
contrary to the purpose for which they were 
sent out by the distributors. 


When it is noted that business reply cards 
are blank or are being misused in the manner 
described above, postmasters should not dis- 
patch them to the office of address, but in- 
stead the cards should be sent to their desig- 
nated Dead Letter Branch with a statement 
of the facts, for proper disposition by that 
office. 


If the name and address of the person or 
concern misusing the business reply facility in 
this manner is known or can be ascertained by 
an examination of the cards or in any other 
way, they should be informed that the law 
authorizing the use of business reply cards and 
envelopes provides for the transmission in the 
mails of such cards and envelopes for the pur- 
pose of conveying replies to advertising litera- 
ture, etc., sent out by the distributors, it not 
being contemplated that the cards or envelopes 
shall be used for any other purpose, and in- 
structed to discontinue the practice immedi- 
ately. If persons or concerns continue this 
irregular practice after having been requested 
to discontinue it, postmasters should submit a 
report of all the facts to this office, Division of 
Classification, for appropriate action. 


If it is also known that business ‘reply en- 
velopes are being deposited in the mails ad- 
dressed for return to distributors contrary to 
the purpose for which they were sent out or 
are otherwise being misused, postmaster should 
report all the facts concerning their misuse to 
this office and hold the envelopes instead of 
dispatching them to the post office of address 
pending receipt of instructions in regard to 
what disposition should be made of the same. 


It was discovered at one post office that 
business reply cards and envelopes were being 
obtained by the persons misusing them from 
the waste-paper baskets in the lobby of that 
office. This practice was somewhat lessened by 
having custodial employees report the names 
of persons making a search of the waste-paper 
baskets and other receptacles for such cards 
and envelopes and the available supply thereof 
was diminished by arranging to have the bas- 
kets in the lobby emptied at frequent intervals 
during the day. It is suggested in case it is 
noticed cards and envelopes discarded by recipi- 
ents are being obtained from waste-paper 
baskets in the lobbies of post offices that this 
procedure be followed if it is practicable to 
do so. 


We REPEAT. If you receive any evi- 
dence, please send to The Reporter. Post 


Office Inspectors are the most persistent 
people. 


One conscientious Reporter reader just 
sent a whole package containing las‘ 
month’s examples. All have been submitted 
to Post Office. 
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MORE ABOUT MEAN PEOPLE! 


IN RESPONSE TO your article, “What Makes 
People Mean?” we will give you the ex- 
periences we have had. 


Perhaps, because a larger number of 
persons receiving our mail are youngsters, 
we receive many empty c.o.d. envelopes. 
Sometimes they contain letters and notes 
written in vile language. 


When we receive an envelope like this 
we file it and pay no attention to it unless 
we receive another one which appears to 
be from the same source. We then check 
back to find out what mailing went out 
about the time this reply envelope must 
have been received, and to whom the let- 
ters were sent. So far we have been able 
to narrow them down to no more than fifty 
pieces, so a duplicate or special mailing 
using standard enclosures and marked 
(coded) return envelopes is a simple mat- 
ter. 


If any of them come back they may 
be checked to see just who received the 
one specially marked. 


We immediately write the party who we 
think is the sender, telling him that if we 
receive another from him it will be turned 
over to the Post Office Department for in- 
vestigation. It really throws quite a scare 
into the sender of the envelope, and we 
have never had a recurrence from anyone 
thus warned. 


A number of envelopes were returned 
from Manhattan, Kansas. We wrote the 
person whose name was signed to the let- 
ters and he claimed he was the victim of 
some demented person who had been send- 
ing reply envelopes to national advertisers 
in various cities with absurd letters—all 
signed with the innocent person’s name. 


We sent two or three mailings into this 
city. Later on, in came a marked return 
envelope. It developed the envelope re- 
turned had been sent to a prominent school 
teacher. We wrote and asked for an ex- 
planation. The reply stated the envelopes 
did not come from this teacher, his rela- 
tives, nor his friends. It seems he left some 
of our mail on his desk, or would throw 
it in the wastebasket. We told him to 
check up on the janitor, the students, etc. 
We were never able to find out just who 
returned the envelopes, but after writ- 
ing the teacher we never received another 
envelope. 

Perhaps other firms will write you more 
interesting accounts than these, but I do 
hope these will prove of some help to 
you. 


J. M. Grolimund, Sales Manager 

H. & A. Selmer, Inc., Elkhart, Indiana 
Reporter's Note: The Post Office Depart- 

ment in Washington is watching this situa- 

tion as you see in next column. 
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NEW... 5TH EDITION OF THE HAMMERMILL COMPRE- 
gam, 44ENSIVE SAMPLE BOOK... GET YOUR FREE COPY NOW! 





My OFFICE. 
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“MY JOB IS buying printing. Today it’s a 
new letterhead with envelopes to match. 
Tomorrow, an eye-catching catalog cover. 
Later on we’ll revise our file cards, bring 
our office forms up-to-date, install a color 
signal system. A series of mailings is 
scheduled .. . bill enclosures, illustrated 
letters, a giant broadside. 


“HOW WOULD YOU choose the right paper 
for each job? Fumble through piles of 
samples, swatches, portfolios? That’s what 
I did—once. Now, I just turn to my Ham- 
mermill Comprehensive Sample Book. 
Here, in one handy volume, I can find 
quickly the right grade, color, weight and 
finish of paper for nearly every job.” 

GET A COPY of the new Hammermill Com- 
prehensive Sample Book. You’ll find it a 
time and money saver the next time— 
and every time—you order printing. The 
Sample Book is FREE. Send for it now. 
(Please attach the coupon to your busi- 
ness letterhead.) 








234 pages 
Size: 5%’ x 812’ 
Flat Opening 








IN THIS BOOK you will find paper samples 
that will help you solve problems of... 


1. How to “choose” paper for letterheads and 
printed forms that make the right impression. 


2. How envelopes can win preferred atten- 
tion for your messages. 


3. How to have legible, long-lasting records 
at a saving. 


4. How to select paper for checks and “‘money 
value” forms that must look important. 


5. How to get cleaner, more readable copies 
from every run on your mimeograph machine. 


6. How one properly selected paper can give 
you clear, readable copies from both gelatin 
and spirit duplicators. 


7. How to have file and index cards with the 
snap and stiffness for easy handling and filing. 


8. How to “‘package”’ your booklets and cata- 
logs with covers that command attention. 


9. How to get better mailing pieces for your 
money with a new paper that’s whiter, 
brighter, more opaque. 

10. How to have brilliant, colorful broad- 
sides that click .. . how paper helps you print 
them at a saving. 








R—NO. 
one Hammermill Paper Company 
S ' Erie, Pa. 
it * Please send the Hammermill 
{or Comprehensive Sample Book. 


Name 





Position 
(Please attach to your business letterhead) 





MAKE 1940 A BETTER 





MAIL SALES YEAR 
FOR YOU! 


You'll get thousands of new per- 
manent Mail Customers—who will 
buy again and again from you— 
by concentrating on responsive 
Mail Buyers of other successful 
mail sellers 


through 
MAIL ORDER LIST 
HEADQUARTERS 


a profitable New Year's resolve: 
to put your whole list problem up 
to the alert MOSELY organization 
and let it help you solve it! 


Write TODAY in detail 
to Dept. R-12 
MOSELY SELECTIVE LIST SERVICE 
Nail Order f ' SY oadguarterd 


230 CONGRESS STREET 
BOSTON 


“MOSELY has the LISTS” 














HUMOR IN 1888 DIRECT MAIL 
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View in the ‘‘assembling’ room. 


That humor was used in the earliest Direct Mail is evidenced by many cartoons similar 
to above reproduced in current booklet issued by Elliott Addressing Machine Co., 
Cambridge, Mass. Cartoons were taken from Elliott catalog issued in 1888. 
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FLEXIBLE 
CLASP 








CURTIS 1000 


HOW TO SAVE POSTAGE 








1. Know postal regulations thoroughly. 


2. Use light weight Curtis Fibre Clasp 
Envelopes for mailing catalogs, literature, 
swatches, magazines, booklets, pamphlets, 
circulars and samples. 


@ The light-weight paper is made extra 
tough to insure ample protection for the 
enclosure — combines SAFETY with 
SAVINGS. 


@ Metal clasps are smooth—no rough or 
sharp edges to bruise or cut fingers. 


May We Send You Samples and Prices? 








N a 342 Capito! Ave 1OQO University Ave 1814 E 40th St 
. HARTFORD - ST PAUL CLEVELAND 
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PHOTO ENGRAVERS since 1872 


W: HAVE been making 
Joyobetebetem o)t-bc-1-B ie) abeelo)d-am 
than half a century... We 


offer you the facilities of a 


jeaKolol=sq0Mny'£-)0 =e gb bho) ol-ve Mol t-bele 


where skilled and competent 


craftsmen give equal care to 
id oL=e-pb eho) CMe Ob eloME-selopaohiabele me) 
the most complicated process 
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DAY AND NIGHT SERVICE 









POKER MOSS ncowoxsten 





460 WEST 34TH STREET-NEW YORK CITY Phone 
for a 
Representative 


MEdallion 3-0440 





WATCH YOUR ADDRESSING! 


THE FOLLOWING ITEM from the daily Postal 
Bulletin is interesting: 
Similar Post-Office Names 

Due to the similarity in names a con- 
siderable amount of mail is being missent 
to the following offices. The attention of 
the Postal Service is called thereto with 
the request that great care be exercised 
in the distribution of mail for these of- 
fices in order that the missending of and 
resultant delay to mail may be eliminated. 
Helena, Ark.—Helena, Okla. 

Lindsay, Calif—Lindsay, Okla. 

Wilmington, Calif—Wilmington, Del. 

Hollywood, Fla.—Hollywood, Calif. (station 
of Los Angeles, Calif.) 

San Antonio, Fla—San Antonio, Tex. 

Aurora, Il].—Aurora, Ind. 

Hammond, Ind.—Hammond, La. 

Webster, lowa—Webster City, Iowa 

Mansfield, La.—Mansfield, Tex. 

Cohocton, N. Y.—Cohecton, N. Y.; Co- 
shocton, Ohio 

North Tonawanda, N. Y.—North Tarry- 
town, N. Y. (branch of Tarrytown, N. 
| oP 

Windom, N. C.—Windsor, N. C. 

Emporium, Pa.—Emporia, Kans.; Emporia, 
Va. 

New Kensington, Pa.—New Kingstown, Pa. 

Matagorda, Tex.—Matador, Tex. 

Ridgeway, W. Va.—Ridgeley, W. Va. 

The postmaster of Gove, Kans., has re- 
ceived a quantity of mail intended for 
Grove, Kans. (no office), which is served 
by the Silver Lake, Kans., post office. 

. 


HONEST CRITICISM HELPS 


YOUR REPORTER appeared before Financial 
Secretaries and openly criticized all letters 
submitted—using the theory that only by 
knowing weaknesses can you improve. Here 
is final report. 

“If you could hear the constant ringing 
of my telephone since you spoke to the 
Financial Secretaries Group, you would 
know why I have had to put off thank- 
ing you. I believe half the group 
have called me to express their apprecia- 
tion for your clear analysis of our letters. 
You did the thing we wanted done, but 
which is so hard to get. You criticized our 
letters, you tore them to pieces; instead of 
taking our time telling of the good points, 
you did the thing that we needed, you dwelt 
on weak points and where improvement 
could be made. Too often in the past, our 
friends have soft pedaled our bad points. 

All of us want to send you our deep- 
felt thanks for the time and help that you 
gave—and real inspiration. We should all 
do better work for it.” 


Florence D. McCarthy, Chairman, Fin. Secs. 
Big Brother Movement, Inc. 
315 Fourth Ave., New York City 
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RIFLE ACCURACY 


Rs | 


(( 


SHOTGUN COVERAGE 


) 


school teachers, we’ve a list to 
meet your requirements. 


Our catalog shows thousands 
of mailing list classifications. 
Many other thousands of lists 
can be secured if we know 
your requirements. Lists are 
up-to-date, specially compiled 
to your order, and guaran- 
teed for accuracy. 





INE of the nice 
things about di- 
rect mail is its 


flexibility. You 


can shoot for business with 








rifle accuracy or shotgun 
coverage, depending on the 


kind of lists you use. 
If our thoughts or sugges- 


tions will help you, please feel 
free to call on us. 


WRITE TODAY FOR FREE 
COPY OF OUR MAILING 
LIST CATALOG. 


ADVERTISERS MAILING SERVICE, inc. 


Kane-Kiernan Organization 


915 Broadway ALgonquin 4-6666 - New York, N. Y. 


ww OO 
AS REQUIRED BY LAW 


Statement of the Ownership, Management, etc., required by the Act of 
Congress of August 24, 1912, 0f THE REPORTER with Postage and the Mailbag 
Published monthly at New York, N. Y., for October, 1939. 
State of New York, County of N. Y., SS.: 

Before me a Notary Public, in and for the State and County aforesaid, personally appeared 
Henry Hoke, who, having been duly sworn according to law, deposes and says that he is the owner 
of THE REPORTER with Postage and the Mailbag and that the following is, to the best of his 
knowledge and belief, a true statement of the ownership, management, etc., of the aforesaid publi- 
cation for the date shown in the above caption, required by the Act of August 24, 1912, embodied 
in section 411, Postal Laws and Regulations, to wit: 
1—That the name and address of the publisher, editor, managing editor and business manager 
is Henry Hoke, 17 East 42nd Street, New York City. 

2—That the name and address of the owner is Henry Hoke, 17 East 42nd Street, New York. 

3—That there are no bondholders, mortgages or other security holders. 


HENRY HOKE 
Sworn to and subscribed before me this 3rd day of October, 1939. 
Lawrence F. Dunn, Notary Public, Commission expires March 31, 1940. 


Note: Since filing above statement covering previous 12 months, name of publication has been 
changed and will continue to be published as THE REPORTER of Direct Mail Advertising. 


But regardless of whether 
your market consists of 
a specialized industry such as 
ukulele manufacturers, or a 
general classification such as 
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ADVERTISING IS NEWS 


J. S. (Jess) Roberts, Advertising Manager of Retail Credit Company, 
Atlanta, Georgia, has a good idea. He sends your reporter copy of 
article to appear in Press Proofs, cooperative promotional magazine issued 
by Atlanta Master Printers Club. Jess is a past-president of the D.M.A.A. 
and on present Board of Directors of Advertising Federation of America. 
Jess has perhaps hit the nail on the head as to what’s wrong with a lot of 
Direct Mail. A lot of it is dry and uninteresting because it is not newsy. 
Add this to the formulas: is your Direct Mail important news to the people 
who get it? 


Let’s look at some of the first advertisements in this country. They read 
somewhat like this: 

“Newly arrived from London and to be sold by Mr. Wm. Clark in Merchants 
Row near the Swing-bridge, Hausers from 3 and half to 7 inches, Shroud Hausers 
from 3 to 5 inches, and running Rigging from Ratline to 3 inches, at reasonable 
rates, by wholesale or retail.” 

. from Boston Gazette, July 13, 1724. 


* * * * 


“Just imported on the ship Friendship, Capt. McClelland, from London, and to 
be sold by 


JOHN WHARTON 


in Water Street, near Walnut Street, two doors below Boynton and Wharton’s 
Store, 


A LARGE assortment of EUROPEAN and EAST INDIA GOODS.” 
. from Pennsylvania Gazette, April 24, 1760. 


Advertising got its start as news. And it is easy to understand how this 
means of circulating news of products and services available for sale devel- 
oped into the highly specialized advertising of today. 


The very early merchants told those who visited their stores of the 
arrival of new goods. The people came in daily or almost so and consti- 
tuted practically the entire market. The merchant couldn’t do much even 
to display his wares in the store for goods were not then packaged for dis- 
play as they are today. 


When newspapers came along, the merchant who wanted to widen his 
market or hasten the distribution of the news put in the paper simple an- 
nouncements such as the early advertisements above. 


Other merchants felt that they had to say more than the first merchants 
and they did. By this process we have reached the stage of today with its 
keen competition to tell the news most effectively and in the right places 


and by the right methods. 


It is important to remember today that advertising got its start as news 
and that advertising still is news. There is plenty of evidence that the public 
likes its advertising as news. 


For instance, several business magazines publish regularly pages cov- 
ering new products. Simple brief announcements that read like this: 


“Roller Action Fender Guards” 


“Attached to both ends of an automobile bumper, the new Signal Roller Action 
Fender Guards protect the car against over-riding and locking of bumpers in traffic. 
Signal Mfg. Co., Lynn, Mass., which makes them of chromium-plated spring steel, is 
also making Signal Fender Clearance Guides for theft-proof attachment to the tops of 
the fender guards.” 


—From Business Week, September 16, 1939. 








GET PAYMENT 
WITH ORDERS! 
USE ORDER - VELOPES! 


The one unit order blank and envelope 
with a completely formed envelope 
pocket that carries checks, money 
orders, currency and coins in perfect 
safety. 


INSIDE VIEW OF ORDER-VELOPE SHOWING 
ORDER FORM COPY AREA AND COMPLETELY 
FORMED ENVELOPE POCKET. 
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BACK VIEW OF ORDER- 
VELOPE AFTER MAKING 
ONE FOLD. 





ORDER-VELOPE COMPLETELY 
FOLDED, READY FOR MAILING 
ORDER AND REMITTANCE. 


Use the new ORDER-VELOPE as an 
enclosure in direct mail, as an invoice 
or statement enclosure, as a package 
enclosure, as an enclosure in catalogs, 
books, broadsides, pamphlets, for 
counter distribution, and for every 
mail order effort that requests a 
return enclosure. 


Write for samples and prices todayl 
THE SAWDON COMPARY, Inc. 


230 PARK AVE., NEW YORK, N. Y. 
MUrray Hill 6-1566 
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Keep Your Phone 
Talks PRIVATE! 


Prevent Phone 
Talk Disturb- 
ing Those 
Who Must 
Concen- 
trate 





A phone silencer not only safeguards privacy of busi- 
ness and personal matters but eliminates the most 
disturbing type of noise in an office . . . a phone 
conversation. You who must concentrate on plan, copy, 
conference or logical thought know the importance of 
eliminating outside distraction. The Hush-A-Phone is 
the proven, effective phone silencer... the only one; 
and for eighteen years it has been doing a job. 


FOR OFFICE, FACTORY 
AND HOME USE 


Executives whose phones are equipped with Hush-A- 
Phone can discuss confidential matters even with vis- 
itors in their office without ‘business leaks.’’ In open 
offices other workers are not disturbed by phone talk. 
In factories noises do not interfere with hearing. In 
homes you avoid the embarrassment of phoning in the 
presence of visitors, servants or children. You will 
also hear... and be heard . . . distinctly in spite 
of radio, merrymaking or other noises. 

More than 100,000 Hush-A-Phones have been bought 
and used by people who appreciate the dollar value of 
telephone privacy. 


A Unique Christmas Present 
Special Quantity Prices 
Hush-A-Phone Corporation 
Suite 704 


43 West 16th St., N. Y. C. 











Mc GRAW -HILL 


DIRECT MAIL 2. 


TO INCREASE 


YOUR 1940 MAIL RESULTS 
— USE LIVE LISTS WITH 
KNOWN BUYING POWER 


* 
for the industrial and trade advertiser. 
selections can be made by functions, in- 
dustries, size, location, etc. Hundreds of the 
leading industrial marketers use these lists 
exclusively for their direct mail promotion. 
* 
Many of the outstanding mail selling or- 
ganizations have for years successfully used 
these lists which include only men with 
known responsible positions in business. 


* 


TO INCREASE YOUR MAIL 
ADVERTISING RESULTS 


phone or write 
DIRECT MAIL DIVISION 


McGraw-Hill Publishing Co., Inc. 


341 West 42nd St., New York, N. Y. 
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These announcements generate a large number of inquiries concerning 
new products. 


A recognition of the principle that advertising is news helps in many 
ways. Of course, we have gone beyond merely telling the news that products 
are available for sale. We tell the news of what the product will do, is 
doing for others, of what goes into its manufacture, of how it is made and 
of how little it costs. All of these things can and should be treated as news 
of keen interest to those who can use the product or service. 


The news principle also helps in the choice of media. Where does the 
public look for news? Where, for instance, do people look for news of 
their close friends, their relatives, and their family? In this country with 
families and friends scattered over practically the entire nation, we look 
for this type of news to the mail. 


This makes the mail a very logical carrier of your advertising news 
to those customers and prospects whom you consider as special friends, 
special possibilities, and those in whom you are especially interested . . . 
customers of long standing who are sincerely interested in your product 
and organization—old customers who have become inactive—large cus- 
tomers—and the best prospects, those you have carefully picked as being 
logically in the market for your product or service. 


To such customers and prospects, you can send your advertising news 
by mail economically, and with the knowledge that while they read it, they 
will not be acutely conscious of a lot of other merchants trying to sell them 
from the same page or pages. 


Also, by use of the mail, you have a wide choice of the form in which 
your news is presented. It may be a simple letter on your letterhead telling 
of some development of your product or organization. It may be a folder 
or booklet or broadside telling of the value of your product, of how to use 
it or of how it is being used, or of how you make it and work quality and 
value into it. Perhaps you will want a house organ, going repeatedly to 
your best friends and keeping them informed of your product and your 
people or organization. There can also be catalogs to be kept as a record 
of your entire line. 


Any news of interest to your market that will influence them to buy 
can be attractively and effectively presented in some type of mailing piece 
that will carry with it the connotation of coming from a friend. 


CHRISTMAS Is 


COMING 


To be in style . . . The Reporter should suggest that a year’s sub- 


scription to this magazine of the mails would make a mighty fine gift for a 
business friend. We have no fancy Christmas deal to offer. Send a check 
for $3.00—and we will write a cheerful little letter revealing the identity 
of Santa Claus. 


Our address, you know, is 17 East 42nd Street, New York City. The 


correct name is—The Reporter of Direct Mail Advertising. 
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